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Azrock creative styling helps sell for you. Good example: 


tarantino 


new embossed vinyl asbestos floor tile 


VT-497 Pyrenees 


VT-499 Sierra 


Distinctive travertine tracery lends itself beautifully to 
today’s homes — and today’s discriminating home buyer! 
New Tarantino by Azrock combines the dramatic effect 
of Italian travertine with the practical low cost of modern 
vinyl asbestos tile. It’s greaseproof, stain-resistant and easy 
to clean, and the non-directional embossing conceals heel 


жаллы gren 


Wu 


VT-496 Olympia 


VT-498 Brick 


and scuff marks, dents and sub-floor irregularities. Taran- 
tino is faster, more economical to install, and custom 
floor designs are possible straight from the carton! Eye 
appeal means sales appeal... you get them both with 
floors of Azrock’s new Tarantino ... available right now 
in four high style colors: 12" x 12" size, 3/32" gauge. 


& 
an original floor styling by Az ROCK 


Nationally advertised in Better Homes and Gardens, House Beautiful, House and Garden and others. 
For free samples, write Azrock Floor Products, 523 Frost Building, San Antonio, Texas 78205. 
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NuTone 
Hood-Fans 


Outstanding Design. . 


For sparkling beauty in your kitchen . . choose NuTone’s smart 
Traditional and Contemporary designs—all appliance matched! 
New rotary controls are clearly marked for High Speed, Low 
Speed, "Off". You get safety-contoured front edges . . and you 
have a wide choice of Hood sizes . . in glamorous appliance 
colors, with over 200 Hood-Fan models to choose from. 


A Style to Fit Every Purpose. . & Budget 


NuTone V-30 Series 
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NuTone V-11 Series 


NuTone 6000 Series 


SEE 
NEXT PAGE 
NuTone V-50 Series 


Qver 200 different 
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NuTone Hood-Fans move air 
QUIETLY. They're engineered ие 
to maximum standards, are | 
especially rugged, and built to = 
onstant daily use. = 
к= see previous page Treat 
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EDITORIAL 
Turning our backs on the cities won't solve their problems 85 


New towns are hardly a panacea for urban growing pains. What's needed—and 
what makes sense—is better planning for our existing metropolitan areas 


1967 MARKETING REPORT 

This year good merchandising is built right into the merchandise 86 
Your single most important sales tool is the product itself—the house, its fea- 
tures and its environment. Eight case studies make the point: 


1. Good land, made even better by skilled planning, helps 
a development sell itself ..............:........ .< 88 


2. The right blend of site, grading and houses makes а big 
success of a small project ..... у МА M e ee 92 


3. Early American opulence gets vital first sales for a 
pioneering townhouse condominium ................ 94 


4. Classic elegance sells city dwellers on new townhouses 
in a fine old neighborhood ..................... .: 98 


5. A lively looking environment for adults spurs rentals of 
a high-density apartment project ................... 100 


6. A quiet, park-like atmosphere rents out a 70-unit garden 
apartment project in just 12 weeks ................. 102 


7. Redesigned models, upgraded from top to bottom, solve 
a problem that many builders face оа: 106 


8. Remodeled models with exciting new kitchens triple 
sales in the face of a slow local market 110 


H&H Round Table: What makes people buy or rent new housing? 112 
Experts explore the buyer motivations that builders must learn to exploit, as well 
as the barriers—real and imagined—that limit the industry's potential 


NEWS 

FHA's new land loans—no brave new world yet 5 
A report on the first four subdivisions under the controversial land-loans pro- 
gram finds developers face more problems with local officials than with FHA. 


The Fed and top banks join Johnson's drive to spur housing 6 
With FHA loans at par in California and the Fed now clearly on the side of 
easier money, housing becomes the key to reviving a flagging economy. 


DEPARTMENTS 

Mortgage market quotations 6 New products 143 
Housing stock prices 12 New literature 176 
Leaders 44 Reader Service card 163 
Letters 68 Advertising index 180 
Technology 126 


Cover: Entrance to The Lake, a single-family project in Newark, Calif. De- 
veloper: Transamerica Development Co. Photo: Ricco-Mazzuchi. 


NEXT MONTH 
Built-for-sale apartments: quick road to growth for capital-poor builders . . 
How to use standard millwork to create the custom-design look . . . For small 


apartment projects: design and planning ideas from AIA award winners 


EE, 
cascade the universally accepted shower floor becomes a 
greater value than ever, thanks to a new wide choice 


of eight whisper colors and nine popularly sized models. This exciting Cascade 
of Color will upgrade your bathroom appeal...let you merchandise new 
color compatibility throughout the house. Today, from FIAT, you can also 
select a size and shape to fit any design requirement for both new building 
or remodeling. 


WRITE FOR FREE COLOR CARD CONTACT PLUMBING WHOLESALERS 


FIAT PRODUCTS Plainview, N. Y. 11803 


Circle 30 on Reader Service card 


SIX WHISPER COLORS, PLUS 
WHITE-ON-WHITE * WHITE WITH BLACK 
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BEFORE Midland, Tex., zoning commission got to work, rHA land experts' 
subdivision plan had cul-de-sacs and clusters that looked like this. 


поа 


AFTER  zoners revised plan to accommodate garbage trucks, the subdivision 
got a routine grid of streets and lots that will look like this. 


FHA's land loans—still no brave new world in sight 


The federal program that was to provide 
a spacious new look for that planners' 
wasteland called suburbia has produced no 
bold new breakthrough in land planning 
in its first 18 months. , 

Tradition and entrenched local official- 
dom continue as formidable foes of the 
reforms envisioned by the fathers of FHA 
land-loan legislation. The Title X program, 
passed in a burst of bright expectations 
(News, Sept. '65), gave the agency the 
right to insure loans for purchase or im- 
provement. 

Four sponsors in Midland, Tex., got 
one of the first Title X commitments. It 
was for a $120,000 loan to develop the 
first 67 lots on 20 acres of a million-dollar 
project called Northtown Place. 

Forward—and back. In the new spirit 
of hope and progress, FHA made trained 
engineers and land planners available, and 
the experts recommended a layout. 

"Beautiful engineering," said President 
Robert F. Girdley of the Permian Basin 
Mortgage Co., one sponsor. “Winding 
streets and cul-de-sacs." 

Enter Midland's seven planning and zon- 
ing committeemen. They simply could not 
understand, says Girdley, how cul-de-sacs 
could mean better land use. 

Exit the experts, with their imaginative 
plan. The commissioners insisted on a con- 
ventional gridded street pattern “їо facili- 
tate access by garbage trucks and main- 
tenance crews." 

Says Girdley: "We sacrificed most of the 
glamour we had gone overboard to get." 

The reversal required not only the prep- 
aration of a new plan but also its ap- 
proval by ЕНА. Because the commission 
met on a leisurely once-a-week schedule, 
and sometimes not even that often if a 
quorum was lacking, nine weeks sped past 
before the sponsors could get approval to 
break ground. 

The lesson, says Girdley: Get clearance 
by the city before applying to FHA. 

Another example turned up in Vermont. 
Developer Reginald L. Muir had ЕНА ap- 
proval for cement-asbestos sewer pipe in a 
54-lot subdivision in the Burlington suburb 
of Essex Junction. But the town required 
cement-lined, cast-iron pipe, about which 
FHA had reservations. Muir's application 
was a year in processing, and the final 
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commitment for a $188,000 loan included 
the town's cast-iron pipe. 

Slow start. The FHA program stepped 
off slowly in a year of tight money. The 
first commitment—for $1.4 million—was 
made with a fanfare of publicity for Chi- 
cago builder Morris Dreyfus. But it col- 
lapsed five months later when Dreyfus 
failed to post reserves required by FHA. 
Dreyfus sold out to Chicago’s Felner Con- 
struction Co., which is now developing 
the 435-lot project near Elgin, Ш., with a 
combination of FHA 203b and conventional 
financing. 

In 18 months FHA has committed for 
four loans totaling $2.13 million and cover- 
ing 634 acres. (In approximately the same 
time Metropolitan Life has lent $15 mil- 
lion under its new land-loan program. (See 
p. 18.) Besides the Texas and Vermont 
projects, FHA is insuring a mortgage for 
$226,000 on 88 lots (see box) near Fort 
Lauderdale, Fla., and a loan for $1.6 mil- 
lion on a 435-lot project outside Salem, 
Ore. The Salemtowne project, a planned- 


PLOWING MONEY INTO LAND 


Development costs for 88 lots at Plantation Park 
7th Addition, west of Fort Lauderdale, Fla 

Grading 

Water 

Sewer 

Storm drainage 

Paving 

Landscaping 

Sewer hookup 

Sidewalks 


Survey 
Job overhead 


129,380 


Fees— 
Contractor and engineer, plus bond premium 
18,260 


147,640 
Carrying charges 
Taxes 
Insurance 
FHA app. fee 
FHA commitment fee 
FHA mortgage ins. 
Financing 
Title & legal 
Organization cost 


30,541 


Development cost $178,181 
Land appraised at $146,461 
Developer used this formula for loan: 


50% of land appraisal ($146,461) 
90% of development cost ($178,181) 


= 73,230 
= 160,362 
Making possible a loan of $233,592 
(Developer borrowed only $226,000) 


unit community for retirees, will consist 
initially of 450 homes at an investment of 
$20 million. Landmark Enterprises spent 
two years preparing the plans under Presi- 
dent Burton O. Ahlstrom, a management 
veteran of Del Webb’s Sun Cities in 
Arizona, California and Florida. 

Three more projects are about to go 
to commitment, and nine paid-up applica- 
tions await commitment. 

Financing. Most Title X lending has 
gone smoothly. Each deal is arranged on 
a lot-release basis, with an amount set off 
against the mortgage as a payoff when each 
lot is sold. The 1965 act permits terms up 
to seven years at 6% interest. The loan 
may not exceed the lesser of 1) the sum 
of 50% of the raw land value and 90% 
of improvement costs or 2) 75% of the 
total value after completion. 

Savings banks took the Oregon loan, 
made for four years, and the Vermont 
mortgage, made for five. An insurance 
company, working through a mortgage 
banker, took the Texas deal for a three- 
year term on a four-point discount at the 
height of tight money. The discount today 
would be only one to two points. 

Fort Lauderdale developer George B. 
Donaldson Jr. also paid four points for 
his 6% loan from the Miami National 
Bank, or a total of 10% in one year, but 
he says conventional financing would have 
cost more: 7% plus 3% in fees, or 10%, 
with the loan renewable each year and the 
3% fee due with each renewal. The four 
points paid on the FHA loan were charged 
only once in the three-year term. 

Praise for FHA. Processing took from 
four months on the Texas job to a year on 
the Vermont and Florida projects, but most 
developers praised FHA for doing its best 
in a strange new field. Donaldson was over- 
joyed when the Washington FHA’s Richard 
Heidermann took personal charge of guid- 
ing the Fort Lauderdale development 
through the uncharted seas of agency 
paperwork. There were no standard forms 
for Title X, and ЕНА developed a set of 
papers from Donaldson's project. 

"Great and wonderful and cooperative" 
is builder Carroll Grafa's description of 
FHA in Texas. He thinks processing time 
can be halved once the agency develops 
familiarity with Title X techniques. 


NEWS 


Fed and top bank join President's drive to rally housing 


Two of the nation's mightiest financial in- 
stitutions, the Fed and the Bank of 
America, have swung dramatically behind 
President Johnson's drive to make hous- 
ing a leader in an economic revival. 

The Federal Reserve Board did it on 
April 6 by reducing from 4*2 % to 4% its 
discount rate on loans to member com- 
mercial banks. One calculated objective 
was to hasten a wide upsurge in new-house 
and apartment construction. 

"That was certainly one consideration," 
Sherman J. Maisel, the Reserve Board 
governor most familiar with the housing 
industry, told House & Home. "In the 
Administration's projections, and ours, the 
assumption of a strong upturn in the sec- 
ond half is based on a major revival in 
housing. 

"This [rate reduction] represents an at- 
tempt to make that revival feasible." 

The cut was the latest of several gov- 
ernmental actions taken since Jan. 1 to 
spur hesitant builders into action. The 
moves indicated the President had chosen 
housing to spur the economy (NEWS, 
Apr.). 


Moulin, San Francisco 


Fontainebleau, Miami 


The Fed's decision came while discounts 
charged to builders on ЕНА-УА mortgages 
were in a steep decline (graph). It brought 
forecasts of further dips in discounts and 
prompted widespread predictions that FHA 
would reduce the basic 6% interest charged 
to buyers on new-house mortgages. Yields 
in the national secondary market dived to 
5.75-5.89%, and prices rose to 98-99. 

The drama in California. The Fed 
acted only a fortnight after the Bank of 
America, the world's largest, jolted the na- 
tional secondary market by offering build- 
ers 100 cents on the dollar for 6% FHA-VA 
loans throughout California, a state that 


normally produces one fifth of the nation's. 


new houses and apartments. That was a 
spectacular 212% more than the West 
Coast's going market and the bank's own 
price schedule. It was the first move to par 
by any major mortgage institution outside 
the conservative old money center of 
Boston. 

The $18-billion bank, by far the largest 
source of funds for home financing in Cali- 
fornia, also reduced its interest charge 
on conventional new-house mortgages— 
mortgaging's own prime rate—from 612% 
to 6% %. (It had cut to 6%% from 634 % 
on March 1). 

“The idea is to get 'em up and moving," 
said Charles E. McCarthy, the bank's vice 
president in charge of real estate loan 
development in California. 
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FHA£VÀ DISCOUNTS STLOUIS, MISSOURI 
oy | QUOTATIONS FROM SEVEN MORTGAGE BANKERS 
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DISCOUNT DECLINE оп FHA-VA mortgages 

since credit eased in November is shown on chart 


prepared by top mortgage bankers in St. Louis. 


“It should get building off dead center. 
It will permit more people to sell old homes 
and refinance. In short, it spells action.” 

The bank’s primary hope was that the 
FHA would not reduce its 6% basic rate. 
“We have now eliminated point discounts,” 
McCarthy emphasized. “If the government 
lowers its rate, we'll go back to points." 

Bit of a bear pit. The bank's move 
left the California mortgage banking frater- 
nity and numerous Eastern investors in a 
temporary state of numbed disbelief. 

"What's he trying to do?" a New York 
savings banker grumbled. “It’s far over 
the market." 

There was even greater exasperation in 
California as the state's mortgage bankers 


tried desperately to disregard the discount 
cut or to roll with the punch. General 
market discounts sank at least 1% points, 
to a 1-to-2 range in Los Ángeles and San 
Francisco, a paradoxical development that 
took the money-short West to discounts 
lower than those for much of the country 
(chart, below). When they collected their 
wits, several smaller and moderate-sized 
California mortgage companies posted new 
schedules that offered prices up through 
par on certain high-quality loans. The 
major houses tried to hold at 1-to-2. 

Builder bonanza. But the builders 
liked things fine. 

Residential starts in the West—and 8046 
of that was California—had risen by 33% 
from an annual rate of 129,000 units in 
October to 172,000 in February, but they 
were still far off the 229,000 pace of Feb- 
ruary, 1966. Builders had remained hes- 
itant, partly in smug expectation that mort- 
gage rates would ease further, and the 
Bank of America's action left them all 
looking like the wise men of the era of 
de-escalation. 

The first reaction came in resales. 

"Reports from all segments—realtors, 
lenders, and FHA and vA—indicate an al- 
most overnight response in the existing 
homes market," said President Barry Scher- 
man of the Associated Home Builders of 
Greater East Bay. 

“Residential real estate is really moving.” 

Two weeks after the bank's move, FHA’s 
loan applications were running at 900 a 
week in the San Francisco area, up from 
200 four months earlier. 


HOMEBUILDERS' MORTGAGE MARKET QUOTATIONS 


Reported to HOUSE & HOME in week ending April 14. 
FHA Sec. 203b— 
Discount paid by builder 
Min,-Down"* 30-year immed. 
E ars mkt. 


FNMAx» 

City 6% 
Atlanta 4 
Boston 3 
Chicago 3% 
Cleveland 3% 
Dallas 4 
Denver 4 
Detroit 
Honolulu 
Houston 
Los Angeles 
Miami 
Minn.-St. Paul 
Newark 
New York 
Okla. City 
Philadelphia 
San Fran. 
St. Louis 
Seattle 
Wash., D.C. 


* Immediate covers loans for delivery up to three months, future 
covers loans for delivery in three to twelve months. 

* Quotations refer to prices in metropolitan areas, discounts may 
run slightly higher in surrounding towns or rural zones. 

* Quotations refer to houses of typical average local quality. 

* 3%, down on first $15,000; 10% of next $5,000; 257; of balance. 


Footnotes: a—no activity. b—limited activity. c—Net yield to 
investor of 6% mop plus extra fees. w—for comparable VA 
loans also. x—FNMA pays % point more for loans with 10%. 
y—discounts quoted are net after seller pays 44% marketing fee 
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and 4% adjustment for stock purchase. Seller must pay 1% of 
mortgage for stock calculated in $130 units, of which is contri- 


bution to FNMA capital and $100 is for a share trading at about $72. 


Sources: Atlanta, Robert Tharpe, pres., Tharpe & Brooks Inc.; 
Boston, Robert Morgan, pres., ton 5¢ Savings Bank; Chicago, 
Robert H. Pease, pres., Draper & Kramer inc., and Robert H. Wilson, 


FHA Conventional Loan Rates | Construction 
207 Comm. Savings Savings Loan Rates 
Apts., banks, banks, banks, 
Discount | Ins. Cos. S&Ls S&Ls Interest-+-fees 
5496 |75% — 80% Over 80% All lenders 
a 64-6% 6%-7 6% -7% 7+1 
а 6 6%-6% a 6-6% 
а 6% 6% 6% 6%4+1% 
a E 6% 6%4+1-2 | 65-r1-2 
a 6% 6% 7 TH 
a 614-64 6%-6% 6% 6% -6% --1-2 
9b 6-64 6% 6% 6%+1 
a 6% 7-7% а 64 -74--1-2 
a 64 -6% 64-65 6% 634 -7--14 
a 6-6% 614-64 64-7 6%-7+1-1% 
a 6% 6% 634-7 6% 
8-9 6% -6% 6%-6% 6% -6% 6% 
8-9 64-1 6+1 6+1-2 6%+1-1% 
4-8 6+1 6+1 6+-2> 6%+1% 
a 6-6% 64-64 +1 614-64 +1 6-74-14 -2 
а 6 6% 6% 6%+1 
a 6% -6% 6% 6% 6% -+-1% 
а 6%-6% 64%-6%+1 644-1 615-534 4-1 
a 7 7 7 7+14-2 
5-6 642-30 a BMF - 


pres., Percy Wilson Mortgage & Finance Corp.; Cleveland, David E. 
O'Neill, vice pres., Jay F. Zook, Inc.; Dallas, M. J. Greene, pres., 
Southern Trust & Mora Co.; Denver, Clair A. Bacon, pres., 
Mortgage Investments Co.; Detroit, Sherwin Vine, vice pres., 
Citizens Mortgage Co.; Honolulu, H. Howard Stephenson, vice pres., 
Bank of Hawaii; Houston, Everett Mattson, vice pres., T. J. Bettes 
Co.; Los Angeles, Christian M. Gebhardt, vice pres., Colwell Co.; 
Miami, Lon Worth Crow Jr., pres., Lon Worth Crow Co.; Minne- 
cede Paul, Walter C. Nelson, pres., Eberhardt Co.; Newark, 
illiam W. Curran, vice pres., Franklin Capital Corp.; New York, 
John Halperin, J. Halperin & Co.; Oklahoma City, B. B. Bass, pres., 
American Mortgage & Investment Co.; Philadelphia, Robert S. 
Irving, vice pres., First Pennsylvania Banking & Trust Co.; St. 
Louis, Charles A. Keller, vice pres., Mercantile Mortgage Co.; San 
Francisco, John Jensen, vice pres., Bankers اا‎ 0. of Cali- 
fornia; Seattle, Kirby D. Walker, vice pres., Continental, Inc.; 
ees James C. Latta, Sr. vice pres., Associated Mortgage 
з. Inc. 


HOUSE & HOME 


МАҮ 1967 


^ м, ‚ч чи ч س‎ 
1 1 r 1 S t 


Would you believe it? These three kitchens have the same basic cabinets—new Tappan Designer Cabinets with slip-out 
door panels. Decor can be Mediterranean (above), Contemporary and Oriental (left and right below), or you-name-it. 


м... 


One line of cabinets lets you give every customer a 


Tappan You-Shaped Kitchen 


any of several standard panels. But these can be 
replaced with any 14” or 14” thick material 
—plywood, plastic, hardboard, metal. Any 
color, pattern, woodgrain or design. 

You'll get the whole idea when you 
send for our FREE booklet in full 


Door panels 
slip in or out 
in seconds — 


without tools. 


| Now you can standardize on Tappan Designer 
Cabinets, for any kitchen layout, any home. Then 
show your prospect how easily the You-Shaped 
Kitchen adapts to her tastes and ideas about in- 
terior decoration. 

REMOVABLE AND REVERSIBLE DOOR PANELS make 
it easy to change kitchen decor without expensive 
remodeling. Mix, match, switch or decorate panels 
to suit a new color scheme, a new season or a new 
decorating plan. 

Possibilities are limitless. Cabinets come with 
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color — just 
write Tappan, 
Dept. HH-57, 
Mansfield, 
Ohio 44902. 


TAPPA 


KITCHENS 


THE TAPPAN COMPANY, MANSFIELD, OHIO 


NEWS 


One-family houses lead homebuilding recovery 
as long lead time hobbles apartment builders 


The volatility of housing-start figures so 
far this year is obscuring a steady recovery 
in one-family housing. 

The graph at right tells the story: Con- 
tracts for single-family houses have risen 
each month since October while apart- 
ments are lagging near last year's lows. 
The graph is based on building contracts 
reported by F. W. Dodge Co., but a similar 
pattern emerges in Census Bureau reports 
of building permits. 

Economists now agree that the sharp 
upswing in January starts and the equally 
sharp drop in February, to an annual rate 
of 1,089,000 units, was almost entirely 
due to a single New York City apart- 
ment project, Freedom "Village. Builders 
broke ground in January for 2,500 units, 
all of which were included in that month's 
Census count. 

Actual one-family starts in February 
trailed year-earlier figures by only 8%, and 
the two-month totals were only 13% be- 
hind the hectic pace of early 1966. 

Economists generally attribute this 
strong recovery to the relative rapidity 
with which one-family builders can ac- 
quire lots, re-assemble building crews and 
sales staffs and begin construction. 

Still, a curious dichotomy appeared in 
mid-April, when mortgage bankers can- 
vassed by House & НОМЕ reported dif- 
ficulty in finding builders to take loans. 

But checks with leading builders found 
downpayments on new houses surprisingly 
strong in some areas. Alexander Construc- 
tion, a National Homes dealer, took 300 
deposits in three weeks on a 900-sq.-ft. 
house priced at $13,995 and $14,995 in 
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RISING ONE-FAMILY STARTS still fall below 
1957-59 while apartments hold above that level. 


Romeoville, Ш. 

“The best sales in seven or eight years,” 
says sales manager Richard McCool, who 
estimates 75% of the depositors will ac- 
tually become buyers. National Homes it- 
self reported firm orders up sharply in the 
first week of April. And other builders 
agreed that orders being written now will 
soon boost one-family starts. 

Apartment builders cannot shift direc- 
tion so nimbly. The momentum of com- 
mitments kept apartment building at high 
levels for two months after houses had 
turned down last year (graph); now econ- 
omists say it may be mid-year before 
apartment starts pick up appreciably (al- 
though March apartment contracts showed 
a sharp rebound). 


What kind of units will the ‘swingers’ want? 


Apartments and townhouses, says one vocal 
contingent in housing. 

Small, one-family houses, replies an- 
other. With millions of dollars riding on 
which side can capture the business of 
the flood-tide of young people (News, 
Apr.), housing's jackpot debate is sharp- 
ening this spring. 

Chairman James R. Price of National 
Homes is the leading small-house pro- 
ponent, and his company has just in- 
troduced two new models to make the 
point: an 800-sq.-ft. "Swinger" model and 
a 900-sq.-ft. "Lively One." Price argues 
that 60% of young adults will not go to 
college and that homebuilders must provide 
an alternative to $125-monthly apartments 
or mobile homes. His packages, priced at 
$8,800 and $10,300 plus lot, hold monthly 
costs to the $79-to-$100 range. 

But the package depends heavily upon 
cutting lot costs to $1,500. That requires 
a density of about nine to the acre (or 
46’ x 80’ lots), and Price says he has been 
forced to “evangelize” planning commis- 
sions to relax subdivision rules to these 
sizes. So far, a showpiece effort in Na- 
tional's home town of Lafayette, Ind., has 


been held in abeyance by a local election. 
Elsewhere, sales results are promising. 

Other home manufacturers are taking a 
broader approach: Kingsberry Homes of 
Chamblee, Ga., counts on fourplexes, du- 
plexes and townhouses as well as a 900- 
sq.-ft. model to blanket the market. Pease 
Woodwork of Hamilton, Ohio, says town- 
houses and apartments will house many of 
the under-25 group. A Pease dealer in 
Cincinnati recently sampled his buyers 
and found most were in their late twenties 
or early thirties, and all were stretching 
to own houses just under $20,000. 

A similar view came last month from 
Donald Spear, market research manager 
for Owens-Corning Fiberglas. Spear 
pointed to unpublished Census Bureau re- 
ports showing the birth rate among mothers 
in the 20-to-24 age group down 2446 since 
1959, a far sharper drop than the general 
birth rate decline. His conclusion: “Fewer 
children per family or household or chil- 
dren born later in the family's life will 
create increasing demand for rentals." 

Hence apartments will increase 4746 in 
the next five years and average 790,000 
units yearly through 1972, he predicts. 


WASHINGTON WIRE 


*Grantsmanship—hell" 

"At the rate the executive and legislative 
branches are spinning off new pilot proj- 
ects, launched with glowing promises of 
the wonders they will perform, the average 
local official is beginning to feel like an 
air traffic controller," observed a persistent 
critic of the "Feds" last month, Boston re- 
newal chief Edward J. Logue. 

“Grantsmanship is a minor growth in- 
dustry and I say the hell with it." 

Logue charged that all the bureaucratic 
busy-ness overlooked a simple remedy for 
slums: denying absentee landlords all de- 
preciation until they prove their property 
meets local housing codes. “Мо matter how 
run-down the properties, no matter how 
miserable the housing, the slumlord may 
file his depreciation," asserted Logue. 
"Believe it or not, even in an old law 
tenement, he may take the accelerated 
basis." 

Instead, said Logue, 185 should give 
generous depreciation and tax deductions 
to the owner-occupant of slum property. 
"He is the fellow we ought to encourage 
most and whom we now encourage least." 


Score one for New York 

New York City building inspectors have 
rejected Washington pleadings and denied 
occupancy certificates to tenements ren- 
ovated by an experimental 48-hour method 
(NEWs, April). Inspectors had objected 
to a common flue used to connect heat- 
ing systems in six plumbing cores stacked 
atop one another. Sponsors completed a 
full-scale renovation of a third building 
in 48 hours last month—using existing 
steam heat instead of gas. 


Center-city ghettos 

A. new Census bulletin details the growing 
concentration of nonwhites in center cit- 
ies: About 90% of nonwhite population 
growth from 1960 to 1966 occurred in 
center cities. Census said growth of non- 
white school-age children even outpaced 
the general population, and 29% of all 
center-city children are now nonwhite. 


Vague PHA rules 

Federal public housing officials have told 
local housing authorities not to locate 
any new public housing projects in Negro 
areas unless they can justify it. But the 
rules for justification are rubbery and 
vague. The new rule runs counter to local 
wishes in many big cities to confine public 
housing to predominantly Negro areas. 


‘Model city’ 

Atlanta’s “model city” proposal suggests 
opening shops to sell low-priced materials 
and rehab know-how. The shops would be 
adjacent to test-tube rehab projects in six 
neighborhoods. Atlanta also suggests crea- 
tion of an architects and builders council 
to offer home improvement counseling 
services and to serve “as a watchdog to 
see that fair remodeling costs are charged.” 
Other model city proposals all suggest 
rehabilitation of housing rather than the 
bulldozer approach. 


Stock housing plans 

The American Institute of Architects may 
modify its traditional opposition to hous- 
ing stock plans in the next year. Its design 
committee is reviewing AlA's policy on 
stock plans as a result of a recent fuss 
with U.S. Plywood-Champion Papers over 
an offer to send plans to builders. Joint 
AIA-NAHB seminars are possible. 
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Dacor ! 


DACOR, the amazing masonry substi- 
tute, can be applied by an absolute 
amateur . . . in minutes! Not sheets! 

the DACOR MIRACLE BRICK is 
just that; an individual high density 
molding which looks exactly like the 
face of real bricks . . . yet is only 14" 
thick and very lightweight. 

You can create striking effects in 
every room in the house. .. revolution- 
ize a lobby, entryway or office suite. 
AND DACOR MIRACLE BRICKS re- 


Look what $114.80 can do... 


BRICKS* 


quire no extra foundation support . . . 
are easily applied with DACOR 
MASTIC over rock lath, cement blocks, 
plywood, plastered walls or any fairly 
rigid surface. Corner pieces are avail- 
able and cutting standard units to size 
is accomplished with a simple hack 
saw. 

Available in four distinct colors: 
Early American, Antique Red, White 
Roman, Lime Struck Red (as shown 
above) or Oak Bark. DACOR MIRACLE 


BRICKS are non porous, non fading, 
washable and fire retardant. Dealer in- 
quiries invited. 


DACOR MANUFACTURING CO., INC. 
72 Gardner Street, Worcester, Mass.01610 


* Patents Pending 


DISTRIBUTORS: 


ARKANSAS 
ACME BRICK COMPANY 
Fort Smith, Little Rock 
CONNECTICUT 
MARK DISTRIBUTING CORP. 
Stamford, Connecticut 
RAYBERN COMPANY 
Hartford, Connecticut 


DELAWARE 
| BELL DISTRIBUTING, INC. 
Bryn Mawr, Pennsylvania 
| ILLINOIS 
E. L. RAMM CO. 
| La Grange, Illinois 
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INDIANA 
SPICKELMIER INDUSTRIES, INC 
Indianapolis, Indiana 
OLD FORT SUPPLY CO., INC. 
Fort Wayne, Indiana 


IOWA 
VINCENT CLAY PRODUCTS CO. 
Fort Dodge, lowa 
KANSAS 
LUSCO BRICK & STONE CO. 
Kansas City, Kansas 
LOUISIANA 
ACME BRICK COMPANY 
Baton Rouge, New Orleans 
MICHIGAN 
COLONIAL BRICK CO. 
Detrdit, Michigan 


MINNESOTA 
OCHS BRICK & TILE CO. 
Springfield, Minnesota 
MISSOURI 
KENNEDY BRICK & STEEL CO. 
Springfield, Missouri 
NATIONAL BRICK СО. 
St. Louis, Missouri 
NEBRASKA 
LUMBERMAN'S BRICK & SUPPLY CO. 
Omaha, Nebraska 
NO. NEW ENGLAND 
WM. S. SIMPSON, INC 
Cambridge 39, Massachusetts 
NEW JERSEY 
ABBEY HART COMPANY 
Verona, New Jersey 


| 


NEW YORK 
AMERICAN HARD WALL PLASTER CO 
Utica, New York 
ANDREW MILES STONE CO., INC, 
Oceanside, L. |. New York 
BLACK, JOHN H. COMPANY 
Buffalo, New York 
BOCK BRICK & SUPPLY COMPANY 
Syracuse, New York 
MOHAWK BUILDING MATERIALS CORP 
Rensselaer, New York 
WECKESSER BRICK CO., INC 
Rochester, New York 


NORTH and SOUTH DAKOTA 
DAKOTA BRICK, INC. 
Fargo, North Dakota 


Circle 32 on Reader Service card 


OHIO 
THE FAIRLAWN SUPPLY & CONCRETE CO. 
Akron, Ohio 
THE IDEAL BUILDERS SUPPLY & FUEL CO, 
Cleveland, Ohio 
THE GENERAL CLAY PRODUCTS CO. 
Columbus, Ohio 
HOME BUILDERS SUPPLY COMPANY 
Toledo, Ohio 


OKLAHOMA 
ACME BRICK COMPANY 
Oklahoma City, Tulsa 


PENNSYLVANIA 
BELL DISTRIBUTING, INC. 
Bryn Mawr, Pennsylvania 
B. SCHAFER WHOLESALE CO., INC 
Erie, Pennsylvania 


MILLIKEN CLAY PRODUCTS 
AGENCY, INC., Wilkinsburg 
Pittsburgh, Pennsylvania 
MODERN FLOOR SHOPS, INC. 
Wilkes-Barre, Pennsylvania 


RHODE ISLAND 
BUILDERS SPECIALTIES CO. 
Pawtucket, Rhode Island 


TEXAS 
ACME BRICK COMPANY 
Austin, Dallas, Fort Worth, 
Houston 

WISCONSIN 
GAGNON CLAY PRODUCTS CO. 
Green Bay, Wisconsin 
WISC. FACE BRICK SUPPLY CORP 
Milwaukee, Wisconsin | 
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Top planners look at Houston's no-zoning (shudder) plan 


HGH staff 


Houston is the only major city in the na- 
tion without zoning controls. Traditionally, 
it has boasted that its land-use problems 
are no greater than in any city with zon- 
ing. And three times its citizens have re- 
jected zoning proposals. 

To planners and zoners everywhere, 
such claims have been automatically sus- 
pect, if not bordering on heresy. But time 
changes even zoners. Last month the Amer- 
ican Society of Planning Officials, which 
for years looked upon Houston with a 
combination of horror and professional 
disdain, let curiosity overcome its distaste 
and staged its annual convention in Hous- 
ton. The wary, first-hand look at a zone- 
less city was a response to recent pressure 
on planners to relieve zoning abuses and 
find ways to reconcile high-flown master 
plans with actual urban growth. 

While the planners could not be ex- 
pected to be won over wholeheartedly, the 
result was still a limited victory for Hous- 
ton. The convention-goers listened skep- 
tically to the broad-sketch speeches of 
Mayor Louie Welch and Chamber of Com- 
merce head Marvin Hurley, and perked 
up when City Attorney William A. Olson 
explained the details of subdivision control. 
But their tours of the city gave them their 
strongest impressions by far. Many, seeing 
the city for the first time, admitted, “It’s not 
as bad as we thought it would be." And, 
while remaining unconvinced, they found 
themselves agreeing that Houston did not 
differ appreciably from most cities with 
zoning ordinances. 

Ax grinding. The city's officials did 
have one ax to grind in trying to convince 
the planners that absence of zoning doesn't 
mean the death of planning. Houston 
would like to get federal urban renewal 
funds but is ineligible because it lacks a 
zoning law. "It's an arbitrary requirement, 
almost a capricious requirement," com- 
plained Mayor Welch as he related the 
story of Houston's alternative to zoning. 

As Attorney Olson put it in his Texan 
poetry: "Good or bad, right or wrong, 
Houston has reduced a dream to writing, 
modified that dream with reason and called 
it a plan, and has given it fruition." 

Houston's partisans sang even louder 
the claim that the city has actually achieved 
the impossible by reconciling a master plan 
with free-play real estate development. 
These advocates attributed the city's phe- 
nomenal growth (it has tripled since World 
War II) directly to the absence of cumber- 
some zoning controls. Yet, they contended, 
this growth has been orderly for the most 
part because the city has a series of alter- 
native controls which provide all the bene- 
fits of zoning with none of its evils. 

Ending the guessing game. Houston 
builders and officials say five basic sub- 
stitutes for zoning remove much guesswork 
from land development and building. 
Houston's major thoroughfare plan sets 
patterns for urban growth and determines 
land use, says developer J. S. (Mickey) 
Norman. By projecting its system of radial 
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NO ZONING in Houston permits service sta- 
tions next to apartments, But after touring, plan- 
ners admitted many other cities look the same. 


and concentric freeways well beyond city 
limits and plotting a network of secondary 
and tertiary roads between them, the city 
has acquired jurisdiction over 2,005 square 
miles. Norman says development naturally 
follows the projected and completed road- 
way system; economics, not zoning, will 
dictate the segregation of commercial and 
industrial plants to the main arteries where 
business is, and will keep residential homes 
on the secondary routes. Carried to its 
extreme, this plan would create a decentral- 
ized city: many suburban communities, 
each ringed by a commercial base. 

The planning department exercises initial 
control over subdivision plans by setting 
requirements for minimum lot size (5,000 
sq. ft.), road widths, and positioning of 
roadways to conform with the completed 
or projected arterial system. 

The absence of zoning eliminated an 
entire layer of governmental red tape 
through which builders normally have to 
plow. Houston HBA executive officer Robert 
Batten estimates it shaves 60 days to six 
months from a builder's planning and con- 
struction schedule. 

And builder Pat Harness adds: "There's 
no uncertainty here in tying up money 
in land, and uncertainty means money 
to a builder elsewhere. He could get killed 
if the right zoning didn't happen to come 
through." 

Developer Norman emphasizes that free- 
dom from zoning gives a builder the free- 
dom to create imaginative projects. Sums 
up Batten, "Zoning means stereotype." 

And the availability of more than one 
site for any project, says Norman, also 
tends to keep the price of land lower than 
it would be in other rapidly growing cities. 

Ending the graft. All builders and of- 
ficials stress that Houston's method takes 
the politics, influence-peddling, bribery 
and corruption out of land development. 
One builder's experience in a nearby Texas 
city that does have zoning led him to con- 
clude that residential zoning was being used 
as a weapon by that city's businessmen to 
limit commercial competition: When a 
prospect tried to buy into a busy com- 


mercial street, the property was rezoned 
to residential to keep him out. 

Related another builder wryly: “А high 
officer of a large firm came in one day 
to ask my opinion about how much it 
would cost to rezone a certain piece of 
property residential to keep out a com- 
petitor. And when a man of that caliber 
walks in wanting to know that, he's been 
down the road before." In Houston's eyes, 
corruption is endemic to zoning. 

Are homes protected? Land use with- 
in subdivisions is regulated by private deed 
restrictions. These "protective covenants" 
specify size, type, number of buildings, 
and setbacks, as well as land use. They can 
be, and often are, enforced by community 
associations. 

But officials several years ago discovered 
that deed restrictions in principal low-cost 
subdivisions were often not enforced or 
allowed to expire, either through laxity 
or ignorance. Alarmed, officials in 1965 
assumed power to enforce these private 
contracts. And herein is the key to Hous- 
ton's presently effective control of land use. 

City Attorney Olson said that the city 
has acted in some 300 cases since 1965, 
is presently involved in 50, and has two 
attorneys on the job. About 80% of viola- 
tions (day nurseries, beauty parlors, trailer 
courts, etc.) are terminated after a letter 
from city attorneys, he noted. 

The city also works through its building 
department, cutting off the building per- 
mit when it learns a structure will violate 
deed restrictions. 

These controls still do not fully solve 
the problem of insuring a compatible struc- 
ture on terrain abutting the development. 
And Mayor Welch admitted that a builder 
should take this into account and buy a 
buffer zone around his subdivision. 

Still, whatever the limitations of such 
informal controls, the builders themselves 
vastly prefer them to zoning regulations. 

No-zoning elsewhere? Could such in- 
direct controls over development be ap- 
plicable to any other city? Yes, say the 
builders, providing the city is growing 
quickly, has room to expand outward and 
can superimpose a well-planned road net- 
work on its terrain. 

The key, of course, is the city's right 
to enforce the privately contracted deed 
restrictions. 

Even now, this right is bitterly debated 
in Houston and officials are by no means 
sure it will withstand the courts. Attorney 
Olson candidly predicted a challenge to the 
constitutionality of such action, since some 
take it to violate an 1874 state law for- 
bidding the use of public powers for pri- 
vate gain, and since the city theoretically 
uses a defendant's own taxes in acting 
against him. 

And so planners are waiting for an out- 
come. А State Supreme Court decision, if 
and when it comes, could have a decisive 
impact not only on Houston but on alter- 
native measures to zoning throughout the 
country. —MicHAEL BAYBAK 
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MIX У. MATCH 
FLOW-MATIC: 


Conissa 


Price Pfister — the only 
manufacturer offering two 
prestige lines with coordinated 
styling. Each line is complete 
and comprehensive in itself — 
coordinates with the other 
in any combination of valves 
and faucets for matchless 
decorator effects. 
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PRICE PFISTER BRASS MFG. CO. 

13500 Paxton Street, Pacoima, California 91331 
Sold only through wholesalers. 

Warehouses in these principal cities: 


P. Р. 


Established 1910 


Birmingham, Alabama; Chicago, Illinois; Dallas, Texas; 


Pacoima, California; Elizabeth, New Jersey. 


PRICE PFISTER'S PRODUCTS .. . 


*k Ceramic plates manufactured by Coors Porcelain Co. 
using Alcoa Alumina — developed by Aluminum Company of America 


INSTALL EASIER, WORK BETTER, LAST LONGER. 


and 


"FLOW-MATIC" and “CONTESSA” were 
conceived together, to provide a dramatic 
design continuity and flexibility, never 
before achieved in plumbing brass. 

"FLOW-MATIC" combines the diamond-like 
effects of lucite, with our exclusive 
maintenance-free ceramic cartridge. :k 


"CONTESSA," our supremely elegant pres- 
tige line of dual handle fittings, combines 
brilliant crystal-like lucite handles with 
minimum-maintenance replaceable stem 
cartridge assemblies, and renewable seats. 


Each line offers a complete and comprehen- 
sive selection of tub and shower combina- 
tions, tub fillers, shower valves, lavatory 
and kitchen fittings. 

Price Pfister answers today's demand in 
fashionable homes, hotels and apartments 
for integrated design harmony. Specify Price 
Pfister — the world's largest independent 
producers of plumbing brass. 


Two more Florida land developers getting new money 


A. Palm Beach investor has bailed out the 
stricken Major Realty Corp., and a New 
York Stock Exchange company is negotiat- 
ing to buy 25% of robust Canaveral Inter- 
national. Both development companies 
have their headquarters in Miami. 

The new deals are the largest in the 
Florida development field since the Penn- 
sylvania Railroad bought Arvida Corp. of 
Miami (News, Sept. '65) and Westing- 
house purchased Coral Ridge Properties of 
Fort Lauderdale (News, April '66). 

The rescuers got to Major Realty just 
in time, It had lost $4 million in fiscal 1965 
and $221,000 in 1966 
(May 31). President 
Theodore U. Delson 
had confessed in an 
annual report written 
in November that Ma- 
jor owed $2.8 million 
on maturing bonds 
and had no money to 
— pay. Three creditors 
were suing for another $1.9 million they 
had lent to the corporation. 

"The company is in serious jeopardy,” 
Delson said. “At best, the situation appears 
highly uncertain." 

Relief operation. Then veteran Palm 
Beach realty financier R. (for Royal) F. 
Raidle stepped into the breach. He paid 
$261,250 for 43% of the 5,451,015 shares 
of stock outstanding, arranged a $3-million 


S&L EARNING TREND STILL DOWN 


Revenues (000) Net (000) 
1966 1965 1966 
Equitable $16,739 14,523 1,886 
Financial Federation — 70,174 71,238 a8,616 
First Surety Corp. 8,075 8, 50 
Hawthorne Financial 5,473 5,179 883 1,128 


Trans-Coast Investment 5,588 6,044 al,490 a16,150 


8,804 8,290 785 


a—Net loss. Trans-Coast's $16-million loss in 1965 
includes. $15.7-million writedown on subsidiary Van 
Nuys SGL (see HGH August, 1966: How California 
Saved an SGL.) 


Union Financial 


bank loan and took over Major with new 
officers and six new directors. 

Raidle closed his entire deal a scant three 
days before the bonds were due. He used 
$2.3 million of the bank loan to pay down 
the bonds and retire high-interest mort- 
gages and other debt. That left the com- 
pany $700,000 plus the $260,000 that 
Raidle paid in for stock. 

Raidle, who sold his highly successful 
Palm Beach realty brokerage to Royal 
American Industries in 1959, believes he 
can revive Major. He has sold off 15 of its 
25 major parcels of Florida land, and he 
will concentrate on a prize asset, 2,500 
acres between Orlando and the projected 
$100-million Disney World amusement 
complex. 

"Im going to develop it," Raidle says, 
"probably as a residential and commercial 
project. It's just a tremendous opportunity 


—a real, great chance. We want to get rid 
of our other properties and then get top 
dollar out of that." 

Mystery purchaser. Canaveral Inter- 
national disclosed that a company identified 
only as being listed on the New York Stock 
Exchange was negotiating to buy 400,000 
Canaveral shares. Chairman Henry Dubbin 
and his family own 800,000 shares, about 
5196 of the 1,565,081 shares listed on the 
American Exchange. The shares sold at 
$11.75, a new high, the day of the an- 
nouncement. 

Besides developing land, Canaveral oper- 
ates cargo ships along the Florida east coast 
and to the Caribbean. Its principal sales 
sites are Canaveral Acres, 40 miles south- 
west of Cape Kennedy and 32 miles from 
Orlando; Canaveral Groves, near Cape 
Kennedy, and Freeport Ridge on Grand 
Bahama Island. 

Canaveral has just reached agreement in 
principal with a Bahama Island municipal- 
ity to acquire 2,000 acres on Andros Island 
for $4 million. 

The company earned $1.2 million on 
total income of $3.7 million in fiscal 1966 
(Sept. 30), an impressive gain from $5,973 
earned on $2.8 million in the previous 
year. For the three months ended Dec. 31 
its net was $480,415 on income of $1,222,- 
675. It was the highest first quarter for 
income and net in Canaveral's seven-year 
history. 
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HOUSING'S STOCK PRICES 


COMPANY April 3 Chng. COMPANY COMPANY April 3 Chng. 
id/ Prev. id/ Prev. 
Close Mon. Close Mon. 
BUILDING Чо Кр Fin. el tad "s T pu 
- Bui 5 nion Fin........ « Holly Corp.b, 4 
CE (Саз Heus 3138 пе Ри Cal Horizon Land. 5% LÀ 
Cons. Bldg. (Can) a 1.45 — Wesco Fin.o........... kapina Nig... по, МЕЧКЕ 
Dev. Corp. Атег..... к ЖЕЕ Lake Arrowhea EM cet 
Edwards Inds., 1% + Ш MORTGAGE BANKING Major Rity... wx IA 
Eichler Homes” 1.05 — 20¢ McCulloch Oi ми 2) 
First Hartford 6M OW ADVANCE)... TH + И So. RIty. & Util.» 284 _,..... 
First Nat. RIty.... m% + X Аек М e ЗЕ К а ур Sunascoe ٤ TUM 
M x Charter... r EEK DIVERSIFIED COMPANIES 
ier | E + Colwell. 134  -- 14 City Invest.«.. zc + 6% 
гии FAN бир es Dama i 
4 б - 4 
Чы бг ММА... 7A F24 ess 
MEC E) First Mtg. Inv. M xg 
MARC ge си fm EIL M ТИ 
Sproul Homes.. 2% s 
ÙS. Home & Dev. 1% I И €—€— ae i у 
«Jim Walter»... „28%  — * oM de Skyline? 
ROBIE WEDD uu Ф uu : Southeast Mtg. inv. E ксл еч 
United Imp. & Inv.».......... 3% — M a—stock newly added to table. b—closin 
PREFABRICATION cedes DNE nos pem men 
Admiral Ноте$............ V suus raded on date quoted. g—closing price 
Alben Homes... 14 — M ety rrr MSE. h—closing price PCSE. k—not avail- 
Continental Home: M 45% All-State Ргор..... 3¢ + 6¢ able. p--lormeriy Wallace Investments. 
«Inland Homes»... 4 — American Land... p octo —formerly San Diego Imperial Corp. -— 
+Modern Homes 2 lo „Ат, Rity. & Pet Jr ЛЕ; igures in HOUSE & HOME's 25-stock value 
xNatl. Homes A S res rvida............. D — KW index. x—adjusted for 4-for-3 split. y— 
+Scholz Homes. 71 E Atlantic Imp M о И tender offer. 
وا ا‎ 24 TOW або. кн Sources: New York Hanseatic Corp 
* Swift Industries.......... 2% +a Cousins Props.. 16 + % Gairdner & Co., National Assn. of Securities 
Crawford. 34 +14 Dealers, Philip Beer of Russell & Saxe, 
S&Ls Deltona C. 12 + %4 American Stock Exchange, New York Stock 
American Fin... М, + 1X Disc Inc... 1% - M Exchange, Midwest Stock Exchange, Pacfic 
Calif. Fin. — M Fla. Palm-Aire. 24 + ^ Coast Stock e Listings include only 
Empire Fin... -— E Forest City Ent... r ares companies which derive a major part of 
Equitable S&L.. – % Garden Land... 5% + 1% their income from housing activity and are 
Far West Fin. - 1 * Gen. Devel... 8% — h actively traded. 
+ Fin. Fed.».... A A 
«First Char. Р + и 
First Fin. West. 5% - А SHORT-TERM BUSINESS LOAN RATES 
vids aedi) Eu Percent interest and (net change) in year 7 other 11 Southern 
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Building? We aren't just whistling 
Economy Budget? Dixie when we say Float-Away 
Intermediate? has the best X+*! metal closet 


Luxury? doors on the market. 


We've got a metal door 

that is designed, engineered 

and priced for your needs, 

in three price ranges. So why 
install anything but Float-Away 
when you can get better value 
from our single source operation? 


Quality-for-quality, 
dollar-for-dollar, 

Float-Away doors 

can't be beat anywhere. 

We want your closet door business! 


We welcome direct inquiries from makers of manufactured 
and mobile homes. 


A few choice territories are open for qualified dealers. 


Write or phone for full information: ® 
~ı AAT AJAY POOP 00 


A ۹‏ 
لاسا “ا ااا 


1173 Zonolite Road, N. E., Atlanta, Ga. 30306 
Dept. H-567. In England write: London-Lens- 
crete'Ltd. Queen's Circus, London S.W. 8. 
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Sell the fashionable homemaker with Moe Light 


14 HOUSE & HOME 


and Thomas range hoods and chimes 


She's style conscious. And she's practical, too. She'll decide 
whether to take a second look at your model home. So give her some- 
thing to remember—a decorative Thomas chime (T421) in an antique copper 
finish and a matching three-speed Thomas range hood (T1030C). 


If you'd like more information about Thomas duct or ductless hoods S, 
and decorative chimes, write to Residential Lighting Division, Thomas = 7: 2 7 HOVMAS 
Industries Inc., 207 East Broadway, Louisville, Kentucky 40202. $6 § 
MINS INDUSTRIES 
MAY 1967 
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Specter of U.S. building code spurs producers 
into new efforts to improve building methods 


Behind the scenes in Washington, a new 
coalition of building-product manufac- 
turers is forming quietly to squelch any 
serious talk of a federal building code. 

Chances of a federal code, written and 
гип by Uncle Sam, are absolutely nil, but 
this doesn’t deter the manufacturers. They 
are old hands at descending like volunteer 
firemen on Washington to douse the recur- 
ring brush fire of code talk. This time, how- 
ever, they’re talking a brand-new line that 
could have a big impact on homebuilding 
technology. Their changed tune is matched 
by government officials, who are calling 
for an “energized partnership” between 
government and business. 

Producer theme. The manufacturers’ 
new attitude is dramatized by Roger 
Blough, U.S. Steel chairman who only five 
years ago squared off against the late Presi- 
dent Kennedy in a public spat over steel 
price hikes. Says Blough now: 

“The forces of government and private 
industry must work together in this effort 
[to solve urban problems] . . . The modes 
and moods of building will change. The 
methods of transportation and of erect- 
ing structures will, I believe, in much less 
than the span of a lifetime, resemble re- 
markably little of what we consider the 
best practice of this day." 

Adds General Electric Chairman Gerald 
L. Phillippe: “The remedies we seek now 
must come through the creative joinder 
of public and private resources." 

This new attitude is a major reason why 
top brass of the Housing & Urban Develop- 
ment Dept. is betting heavily that govern- 
ment-industry partnership will make an 
appreciable dent in the heretofore intracta- 
ble problems of renovating cities. 

Alliance of fear. The  manufacturers' 
coalition is "glued" together by fear of 
federal intervention in local affairs—codes, 
zoning, taxation—and of federal involve- 
ment in construction and building research. 

Adrenal glands started working after a 
report by the Advisory Commission on 
Intergovernmental Relations called for fed- 
era] involvement in a unified building code. 

The White House then set up a national 
commission to study the code situation. 
And even though this group has jettisoned 
the idea of code reform and become the 
Commission on Urban Affairs (headed by 
former Sen. Paul Douglas), the cloying fear 
persists. 

Producers' response. The corporate 
lieutenants, and some of the trade associa- 
tions through which they work, have 
chosen to remain behind the scenes in their 
countermoves. The U.S. Chamber of Com- 
merce and its construction division, led by 
James Steiner, does most of the talking 
for them. Meanwhile, the Producers Coun- 
cil, largely dormant as a lobbyist until a 
year or so ago, has hired a full-time legis- 
lative watchdog. And an informal weekly 
luncheon of manufacturer-oriented trade 
associations (called the Tuesday Lunch 
Bunch) is drawing larger attendance. 
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The three sponsors* of competing 
*model" codes finally got close enough to- 
gether to open a Washington office, headed 
by Paul Baseler, to defend the existing sys- 
tem. The new organization is known as 
the National Coordinating Council. 

The American Standards Assn. changed 
its name (to United States of America 
Standards Institute) and is now worrying 
a bill through Congress to make sure it 
is designated the “official” standards- 
making group for international trade pur- 
poses. Support is gathering to resurrect the 
Building Research Advisory Board (BRAB) 
as the major research arm of Uncle Sam; 
and the private Building Research Institute 
is expected to combine its efforts with 
those of BRAB. 

This flurry of activity is due in no small 
part to the awakened interest of U.S. Steel 
and other producers. 

Private side. The anti-code drive has 
been pressed in private, too. Hup Secretary 
Robert Weaver has been wined and dined 
in U.S. Steel’s permanent hotel suite so that 
he and Big Steel’s leaders can figure out 
better ways to cooperate. 

Hup Assistant Secretary Ralph Taylor 
has received the same treatment; Roger 
Blough feels Taylor’s “model city” pro- 
gram is “one means of approaching the 
urban problem on the government side.” 

Just what tangible contributions to tech- 
nology might come out of all this activity 
is uncertain. 

U.S. Gypsum has developed some new 
processes and products and systems in 
renovating a New York City tenement. 
Fourteen major manufacturers—including 
U.S. Steel and leading plumbing-fixture, 
gypsum-board and lumber producers—have 
joined in a nonprofit research and develop- 
ment corporation to tackle slum rehabilita- 
tion under the aegis of Action-Housing 
Inc. in Pittsburgh. The group is rapidly 
becoming operational. 

One likely outcome is envisioned by 
Action’s Bernard Loshbaugh: “If business 
executives get interested, if they look at 
the archaic ways some things are done, 
they will start thinking about improving 
them.” 

The heralded “systems engineering” ca- 
pacity of industry will first be directed to 
transportation and pollution problems, plus 
renovation of existing dwellings. 

For Big Steel, the new policy of co- 
operation with government is still uncom- 
fortable, but to Washington observers it 
represents a significant beginning. 

Just last month HUD Secretary Weaver 
helped break ground for U.S. Steel’s new 
headquarters in Pittsburgh, The mere fact 
he was invited, note Washington insiders, 
represents quite a change in attitude by 
Big Steel toward a man who has been in 
charge of Washington’s housing subsidies 
for the past six years. 


*Building Officials Conference of America, In- 
ternational Conference of Building Officials, 
Southern Building Code Conference. 


BUILDING JOB OPENINGS 1965-75 
DEATH $ RETIREMENT | NET GROWTH 


BRICK LAYERS, STONEMASONS f 
TILESETTERÓ 


PAINTERS, PAFERHANGERS 
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CARPENTERS 


ELECTRICIANS 
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THOUSANDS OF JOBS AVAILABLE 
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CARPENTERS will be building tradesmen most 
in demand through 1975, Labor Dept. estimates. 


NAHB gets federal funds 
to train 1,000 carpenters 


With a $789,000 manpower grant, the 
homebuilders association will draw upon 
the unemployed for trainees to help fill the 
massive need for carpenters (graph). 
NAHB has brought Joe Miller, former Min- 
neapolis homebuilder, to Washington to 
head the manpower quest. 

Miller and a staff of three will help local 
homebuilder associations establish on-the- 
job (o-J-T) training programs. Miller's 
group is already working with six local 
associations, and will touch 17 states. 

The problems, Miller has found, are im- 
mense. As with any government sponsored 
program, the mountains of red tape seem 
formidable, especially at first. But other 
industries, such as the tool and die makers, 
have successfully used similar federal man- 
power funds. 

Two programs. Actually local builders 
can use two separate six-month programs. 
One is all 0-J-T training, with six hours a 
week of classroom training by the builder. 
The other, called a "coupled" program, 
combines eight weeks of classroom train- 
ing in local vocational schools with 18 
weeks of 0-J-T experience. 

So far, Miller has avoided union prob- 
lems by working with local associations in 
non-union areas. But in anticipation of 
union objections to bypassing apprentice 
plans, he has undertaken discussions with 
top union men in Washington. 

NAHB’s program is directed toward car- 
penter-scarce areas, mostly the eastern 
states outside New England and the cen- 
tral states east of the Mississippi. 

Problems, problems. Already some 
union problems have developed: The car- 
penters' union has squawked in one area; 
trainees are scarce in another. 

And judging by the experience of other 
industries, these are only the beginning. 
For instance, the tool and die makers en- 
countered allegations of discrimination in 
trainee selection, so a special battery of 
tests was developed to screen candidates. 

The “coupled” program is required by 
law to operate through the local vocational 
education system unless its facilities are 
already crowded. This means working with 
local school boards and vocational teach- 
ers, some of whom resist the program as 
an encroachment. 


HOUSE & HOME 


А mudsill is not a very pretty thing 
but it has to resist termites, moisture, 
fungus and rot 


.. that’s } 


the beauty : 
of redwood! 


Down where the house begins, beauty means stability, endurance, stubborn 
resistance. Redwood has all these qualities and that's only the foundation! 
From there on up — through siding, paneling, trim, ceilings —its beauties multi- 
ply. Elegance. Character. Workability. Finish retention. Beauty inside and out. 
For more on the beauties and uses of redwood, write us. 


Certified 
Kiln Dried 
Redwood 


California Redwood Association, 617 Montgomery St., San Francisco, California 94111 


MEMBER MILLS: Georgia-Pacific Corp. * Arcata Redwood Co. * Willits Redwood Products Co. * Miller 
Redwood Co. • The Pacific Lumber Co. • Rockport Redwood Co. • Simpson Timber Co. • Union Lumber Co. 
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The new Metropolitan Life—and a big drive to aid housing 


The ultra-conservative image fades, and 
the gray eminence of the American insur- 
ance community steps briskly onstage with 
a liberal program of lending innovations 
that are significant for the entire home- 
building industry. 

The Metropolitan Life Insurance Co., 
$23-billion strong, is no longer simply a 
buyer of mortgages." It is making land 
loans, promoting joint ventures, issuing 
final takeout commitments and doing big 
volume in participation lending. It is also 
cooperating with materials producers in a 
new corporation to make 90% conven- 
tional loans nationwide. 

The Met sees all this as part of a cam- 
paign among major corporations to build a 
stronger base of financing and management 
for an industry perennially beset by credit 
crises and a lack of businesslike leadership. 

"Manufacturers and major corporations 
are moving into housing to stabilize the 
market, to provide funds and to assure cash 
flow," explains Vice President Henry D. 
Miller Jr. of the Met's residential and com- 
mercial mortgaging division. 

Land loans. For 18 months the Met has 
been lending quietly for land purchases and 
improvements (streets, sewers, water facili- 
ties, wiring). It has placed $15 million, and 
will expand that almost geometrically as 
opportunity develops. 

Loans average from $750,000 to $1 
million, and they have been closed in 
Washington, D. C., Maryland, Virginia, 
and the Detroit, Chicago and Seattle areas. 
An outstanding example of a going pro- 
gram is the 1,250-acre Kingsgate Highlands 
project in lush country east of Seattle's 
Lake Washington (photos). Several other 
loans are under consideration in California, 
but inflated acreage prices have delayed the 
program there. 

Miller says terms are from three to five 
years at interest 1% to 112% higher than 
area rates on 9046 conventional home 
loans. That puts the land loans in the 
7%-8%% 96 bracket. 

On-the-scene control. The program 
builds on the solid base of Met's nation- 
wide correspondent network of 125 mort- 
gage companies. Neither Met nor its corre- 
spondent demands equity in the builder's 
project, but Met requires the local mort- 
gage company to take a purely nominal 
participation in the land loans in order to 
exercise supervision. 

And, says Miller, Met sets reasonably 
stringent local requirements: "The loans 
are limited to sponsorship we know well, 
and there must be an orderly plan for early 
development. We will not finance land that 
will be held idle or that will be used for 
speculation." 

The correspondents make or arrange the 
construction loan that follows land financ- 
ing. When building begins, Met issues a 
commitment for the permanent loan take- 
out. 


* Although it is buying at the rate of more than 
$1 billion a year and has $8.3 billion in its mort- 
gage portfolio, 7075 of it in house loans. 
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Seattle development for 1,500 homes. Metropoli- 
tan Life makes 66% of $1.9-billion land loans. 


Mortgage manufacturing. "The whole 
program is a vehicle to obtain mortgages," 
says Miller in an explanation reminiscent 
of financing pioneered by the titan of the 
savings and loan industry, California's 
Howard Fieldstead Ahmanson (NEws, 
Oct. '63). 

Ahmanson called it mortgage manufac- 
turing when his $2-billion Home s&L began 
financing all phases of a development for 
30,000 persons in the Los Angeles suburb 
of West Covina four years ago. The tech- 
nique has been used widely among S&L’s, 
notably under the leadership of Vice Presi- 
dent F. N. Howard of First Federal in 
Peoria, Ill., and by savings banks. Pruden- 
tial and one or two other insurance com- 
panies have employed it, but it represents 
a new departure for Met. 

"The program should ultimately produce 
mortgages in a total amount ten times that 
of the loans on the land," says Miller. Met 
will take single-family house loans, apart- 
ments and commercials, but it avoids 
condominiums. 

Participation lending. Met has also 
been advancing money for first mortgages 
up to 75% in a 90% joint-loan package 
offered by the Weyerhaeuser Co. through 
120 cooperating lumber dealers. The two- 
loan device has now developed into a com- 
bined 90% instrument with junior and 
senior participation and Met will lend $50 
million through its correspondents this 
year. 

General Electric arranges similar 90% 
combination loans for its Gold and Bronze 
Medallion homes through the General 
Electric Credit Corp. (News, May '65). 

In contrast to the two proprietary plans 
is a new independent program that has 
brought a broad movement of major prod- 
uct manufacturers into housing finance. 
The program is 1) an effort to provide 
sound high-ratio financing for the housing 
industry, and 2) a retort to schemes to 
expand the government’s mortgage-buying 
agency, the Federal National Mortgage 
Assn., into a secondary market for con- 
ventional loans (see р. 24). 


Jesse Ebert, Seattle 


NEW HOUSES rise in $17,500-$26,150 range. In 
18 months Kingsgate has produced $7 million in 
mortgages. Met will get up to 85% of them. 


Six-pack for piggy-back. Seven manu- 
facturers have formed Home Capital Funds 
Inc. as a mortgage-finance company to pro- 
vide loans up to 90% for housing costing 
up to $40,000. Down payments will be 
only 10%. The companies are U.S. Ply- 
wood-Champion Papers, Andersen Corp., 
Armstrong Cork, Masonite, Kaiser Indus- 
tries, Reynolds Metals and Flintkote. 

The beauty of the plan lies in its con- 
solidation of the old first and second mort- 
gages in one 15-and-75% participation 
loan. Home Capital lends the top 15% , and 
Metropolitan becomes the first major in- 
surance company to take 7546 shares. An- 
other participant is former FHA Commis- 
sioner Julian H. Zimmerman's Investors 
Diversified Services of Minneapolis, the 
first company to develop the twin-loan 
piggyback technique in the United States. 

The company starts with $2 million, but 
hopes to borrow 12 times that amount. It 
expects to lend on 7,000 new one-family 
houses within 18 months. 

"This program will further emphasize 
the important role of private business in 
our housing economy," says U.S. Ply- 
wood's President Gene C. Brewer. 

New era for housing—and Met? Brew- 
er's idea of leading big, responsible 
companies deep into housing accords with 
the Met's thinking. The emergence of this 
aggressive new philosophy in high places 
may signal a new era of management for 
the homebuilding industry. 

As for the new Met, its horizons in 
housing are virtually limitless. Miller con- 
firms this from behind an enormous desk 
in an office high in the 99-year-old com- 
pany's headquarters at No. 1 Madison 
Avenue, New York. 

New towns?—“Well, no, but . . ." Joint 
venturing? “We certainly don't rule it out, 
and our correspondents are already doing 
it We'll do anything that will help the 
housing industry and return a profit." Other 
plans? "Several!" 

In short, if the new Met isn't doing it 
now, just wait a bit—Epwin W. ROCHON 

NEWS continued on p. 21 
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Five convicted in first federal-rackets zoning trials 


The cry of zoning bribery issued forth, and 
for months federal war drums rumbled 
along the Potomac. But, unlike conven- 
tional zoning bribery cases, it was a matter 
of Byzantine complexity with no prece- 
dents. 

The matter developed last fall when the 
federal government, for the first time, ven- 
tured into a local bribery scandal. Per- 
haps the proximity of Fairfax County, Va., 
to Washington had something to do with 
it. At any rate, 15 prominent persons from 
Fairfax and the nation's capital were in- 
dicted in five cases of zoning bribery. 
Among them were builders, developers, 
planners, county supervisors, a zoning at- 
torney and a former state senator. 

Zoning bribery itself is strictly a matter 
for the state courts. But the defendants 
were brought to trial by the application 
of the Federal Racketeering Act (NEWS, 
Nov. '66)—not for bribery but on the 
technical charge of using and conspiring 
to use interstate facilities in pursuit of 
an illegal conspiracy. 

To some observers it looked as if the 
federal government had strained the bounds 
of credulity to assert its authority. And, 
whether guilty or not, several persons were, 
in fact, acquitted because of inconclusive 


former State Senator Andrew W. Clarke, 
was gravely ill and could not be brought 
to court. Two county planning officials 
went free as a result. Remarked federal 
Judge Walter E. Hoffman: "If a con- 
spiracy existed, and I'm not for a minute 
saying that it did, Mr. Clarke apparently 
was the hub of the wheel. The spokes went 
out around him." He also added that 
Clarke's only trial would be “before a 
higher judge than I." 

Found guilty. Not everyone got off free, 
however. Four developers—George and 
Seymour Faigen, Nathan Wechlser and 
Sigmund Goldblatt, partners in Trailer 
Court Ventures—have now been convicted 
of conspiracy to "use interstate facilities" 
in paying $5,000 to two county supervisors 
for a trailer-court rezoning. And developer 
Isadore Parzow, partner in the well-known 
Washington firm of Juliano & Parzow, was 
found guilty of similar charges to pay 
$5,250 in stock to a county supervisor for 
a shopping center rezoning. Each of the 
four trailer-court developers is appealing 
sentences running from 18 months to two 
years, Parzow has not been sentenced. 

Acquitted were: 

* Washington Builder Alan I. Kay, 32, 
who had been charged with "conspiracy" 


charged with "conspiring" to take $27,000 
in one case and $1,500 in another. 

* Herbert F. Schumann, former deputy 
planning chief, who had been indicted in 
connection with a $10,000 bribe. 

* Lytton H, Gibson, zoning attorney, 
acquitted in the two cases involving Kay 
and Burrage. 

The trials are generally acknowledged 
to be an outgrowth of an Internal Revenue 
Service investigation into the finances of 
leading county figures. The 1961 Racket- 
eering Act empowers the government to 
prosecute not only gangsters but also cor- 
rupt local administrators. The Justice Dept. 
cannot try them directly for bribery, 
but it can prosecute them indirectly for 
"conspiracies" involving interstate travel 
or use of such interstate facilities as the 
mails, banks or telephone lines. A Justice 
Dept. insider noted this was the first use 
of the law against local zoning officials. 

Perplexing as the trials were, they did 
prove a source of enlightenment to at 
least one person. Said convicted County 
Supervisor John P. Parrish: “Many people 
are delighted to take you out to lunch and 
dinner and do many, many friendly things 
for you when you are on the board [of 
supervisors]. When you are off the board, 


as I am, now, you realize they aren't will- 
ing to do friendly things for you any more." 
NEWS continued on p. 24 


evidence that they had used "interstate 
facilities." A federal judge also threw one 
case out because the primary defendant, 


to pay $5,000 for a rezoning. 
* William C. Burrage, former Fairfax 
County planning chief, who had been 


зо МЕНҮ BID FOR MODE Ж Shingles, see Clapboards, Paneling 
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Preserve the ood? enhance the grain, never crack, peel, or blister. | 
These homes, 3,000 miles apart, have one feature in common . . . the wood surfaces have been treated with 
Cabot's Stoins. Cabot's Stains, in 57 unique colors, bring out TR best in wood, are suitable for all lumber, 
rough-sawn or smooth, cost less to apply and maintain, grow old gracefully, Today the trend is toward stains. 

Cabot's Stains, the original Stains and Standard for the nation since 1877. 


CABATIC 
„Ар, © 


An oil-base paint to match the colors of our oil 
stains. Ideal for trim of wood, metal, and masonry. 


CABOT'S STAII 


530 S. Terminal Trust Bldg., Boston, Mass. 02210 
Send color cards on the following Cabot products: 


, ae A [] Steins Г] О. V. Tints Г] Stain Wax 
Stains, woxes, seals i in one operation . . . provides 
a soft satin finish for woodwork, paneling, beams. 
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The most complete paneling line 
in the industry? See your 
Weyerhaeuser dealer. 


HOUSE & HOME 


From Ash to Walnut. 
From Anaheim to 
Woonsocket. 


Your next project may be a tight budget modernizing 
job. An ambitious townhouse complex. Or a com- 
mercial or professional building of exciting design. 
Weyerhaeuser has a paneling to suit any or all. It's 
readily available through your Weyerhaeuser dealer 
when and where you need it. 

Our new Muralwood® Paneling offers you authentic 
wood-grained reproductions of superior quality. At 
budget prices. Choose from rosewood, butternut, cherry, 
birch, teak and walnut. 

Forestglo® Paneling is the industry standard for 
reliable manufacture in prefinished hardwood panel- 
ings. Among the 15 colors and species you will find just 
the right graining and color tone to “make” the room. 

Craftwall® Paneling is our premium quality line. 
Its 7/16” thickness provides extra strength and sound 
reduction. 

For those who prefer the tradition of solid plank 
paneling, we offer a wide range of softwood species. 

You can have it all working for you this year: the 
aE SSNS broadest selection; beautiful finishing; realistic pricing; 
plus the name your customers associate with integrity 
in the world of wood. Get the complete story from 
your Weyerhaeuser dealer, or write us at Box B-2561, 
Tacoma, Washington 98401. 


Weyerhaeuser 


Solid Cedar Paneling 
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Mortgage men lead housing's drive for pension-fund money 


Virtually every segment of homebuilding 
joined a campaign to attract new mortgage 
money from pension funds when credit 
tightened last fall—and then promptly 
lost interest when credit eased. 

Not so the Mortgage Bankers Assn. It 
has just advanced the drive with a soft- 
sell seminar for the investment managers 
of 60 pension funds representing $80 bil- 
lion. The session, expertly staged by Ex- 
ecutive Vice President Dave Tolzmann of 
Chicago's McElvain Mortgage Co., brought 
125 financial experts crowding into a 
private meeting room at the New York 
Hilton. 

Why buy mortgages? MBA economist 
Oliver Jones had framed a context for the 
session with a warning to funds in The 
Mortgage Banker in January: "We have 
become increasingly concerned over the 
conservative approach to investment policy 
that threatens to block a large volume of 
the nation's savings from productive en- 
terprise." His dismay stemmed from these 
facts: 

* АП funds, private and public, hold 
less than 10% of the $225 in mortgage 
debt on one-to-four-family houses. Sav- 
ings and loans hold 44%; insurance com- 
panies, commercial banks, and savings 
banks 14% each; and government agen- 
cies 4%. 

* Private non-insured funds, the only 
funds whose mortgage holdings have 
shown any real growth—from 2.9% to 
6% of assets in a decade—still have only 
$3.8 billion in mortgages (compared to $29 
billion in stocks, $27 billion in bonds). 

So MBa President John Gilliland sweet- 
talked the funds at the seminar. He called 
them “the most ardently wooed sector of 
the investor market,” and his speakers 
pressed the courtship with these points: 

* Mortgages now offer you higher yields 
than any comparable investment and have 
equal safety, liquidity and simplicity. 

* You don’t need a central mortgage 
bank or a conventional-mortgage trading 
role for the Federal National Mortgage 
Assn. You have us. 

Higher yield. Director Ward Ashman 
of the Ohio School Retirement System told 
why half of his fund’s $180 million is in 
mortgages. 

"The only reason we're in this field is 
that it's profitable," he said, and he opened 
the fund's investment record. The 5.064% 
average yield of its $73 million in ЕНА 
mortgages was sixth highest on the list of 
35 investment categories, including 18 
classes of common stocks.* Overall yield 
on all stocks was only 4.2466. 

Vice President James M. Lane of the 
Chase Manhattan Bank, which manages a 
score of the nation's most prestigious pri- 
vate pension funds, told the conference: 

"We relate mortgages to deferred-call, 
double-A utility bonds. Mortgages yield 30 
to 100 basis points over that bond." 
*Railroad corporation obligations, rail equipment 


certificates, and auto, auto parts and metals stocks 
had higher yields. 
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Added Walter Nelson of the Eberhardt 
Co., a big Minneapolis mortgage banker: 

"In buying ЕнА$, you are buying a gov- 
ernment obligation, and it is producing a 
higher yield than any other government 
obligation." When Nelson spoke, the yield 
on FHAs in the national secondary market 
was steady at 6.02%, more than 150 basis 
points above the 4.46% on government 
long-term bonds of 1987-92. (For eight- 
year yield trends, see graph above.) 

Senior Vice President Robert H. Pease 
of the Chicago mortgage banking house 
of Draper & Kramer cited the attraction of 
commercial loans: 

"Net return today will be from 646 to 
6.7595 —after all fees. You will be invest- 
ing $100,000 to $5 million, and not too 
many can do this. You need expert help." 


PENSION FUNDS 


Mortgages vs. stocks and bonds 
Book value, end of 1965 


Assets Percentage in 
(billions) Mortgages Stocks Bonds 


Insured funds 27.3 38 6 44 
Non-insured 58.1 6 42 44 
All private 85.4 
State © local 33.6 11* Бе 28* 
Government 40.0 o o 100ł 
Total 159.0 
Book value, end of 1966 
Non-insured 64.0 6 45 42 


* At midyear 1965. з 

T Approximate. “These funds are invested exclusively 
in U.S. Treasury obligations"—Business Conditions, 
Fed. Reserve Bank of Chicago, September 1966 


Safety and liquidity. Vice President 
Richard W. Baker Jr. of the New York 
Life Insurance Co. (with $2.6 billion in 
mortgages) read the fund managers a vir- 
tual primer for safe mortgage lending. 

"Start with a small amount in several 
areas," he counseled. "Widen as you widen 
experience. You will increase overall yield 
with a high degree of security." 

Most speakers stressed the government 
guaranty that makes FHA mortgages as 
valid a risk as bonds. Pease emphasized 
liquidity: 


“Mortgages today, particularly FHa-VAs, 
are every bit as liquid as bonds listed 
on the New York markets." 

Stocks vs. mortgages. The seminar 
heard admonitions about over-investment 
in common stocks, but an observation by 
the Federal Reserve's Gov. Sherman Maisel 
provided the underlying warning: 

“Experience of pension funds with 
stocks has been favorable," Maisel wrote 
recently. "On paper, capital gains have 
been large. But paper values can decline 
with a falling market... 

"A still more important question has 
not been examined at all carefully . . . 
How much of the rise in the price of 
stocks owned by institutions can be at- 
tributed to the fact that these institutions 
have directed a large portion of their new 
inflow of funds to purchases of a limited 
number of stocks? 

"Have these purchases been significant 
enough at the margin so that they dominate 
the price trends? If so, to a certain extent, 
pension funds have been lifting themselves 
by their own bootstraps. This . . . might 
react against their future equilibrium." 

Simplicity. The mortgage bankers 
made one effective point by indirection. 
Never did they mention proposals for 
a central mortgage bank or disparage 
Schemes to expand the government mort- 
gage-buying agency, ЕММА, The MBA 
speakers merely stressed the simplicity of 
mortgage dealing—if done by a mortgage 
banker. 

Executive Vice President John de Lait- 
tre pointed to MBA's 862 member firms 
servicing $60 billion in loans. Another 
speaker said a central mortgage facility al- 
ready existed in Arthur Viner's Investors' 
Central Management Corp. of New York, 
whose 135 correspondents have bought and 
are servicing $460 million in mortgages for 
pension funds. 

As for a bank to issue mortgage bonds, 
President Robert Sutro of the Ralph Sutro 
Mortgage Co. of Los Angeles reminded 
newsmen that he was already doing it as 
a mortgage banker. 

Sutro's company, one of the first among 
mortgage banking institutions to sell loans 
to pension funds, has marketed $25 mil- 
lion in certificates backed by its pooled 
mortgages. The certificate plan can further 
simplify mortgage dealing not only for 
the pension funds, Sutro points out, but 
in many cases for most other investors. 

The MBA seminar ended in an ovation 
for its planners. Its tone was in contrast 
to the temper of an earlier session of mort- 
gage experts at New York's Time-Life 
Building. There, top officers of the Na- 
tional Association of Homebuilders made 
a hard-sell plea to expand FNMA. Their 
proposal was howled down by mortgage 
leaders amid bitter criticism of the agency 
for driving private lenders from the 1966 
mortgage market by overpricing. А show 
of hands found only one of the 30 experts 
in support of the plan. 

NEWS continued on p. 29 
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Your customers will see Kentile* Moda Moresca Soiid Vinyl Tile advertised in Better Homes and Gardens, Ladies’ Home Journal, other top national 


magazines. Tiles are 12" x 12" x 44" for quick, easy installation and exceptional design flexibility. Note use on counter, steps, and walls. Colors: 5. 


Think elegance has to be expensive? Think again. 


Now your modernization projects and new homes can have the 


KJE|N|T| 1I Еј luxurious look of handcrafted tile floors—at practical prices. Use 


Kentile Moda Moresca Solid Vinyl Tile. It’s quiet and comfortable 

VINYL TILE 7 1 | 

~ underfoot. Easy to clean, greaseproof. Excellent for commercial 
;F[L|OJO|R|S| installations, too. Samples? Call your Kentile Representative. 
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Termites can tell the difference between natu- 
ral wood shakes and amazing new J-M 
Togany exteriors. Togany is the one 
they can't eat. 


But you'll have to convince home buyers 7 
that this totally new and different exterior 
isn’t wood. In white, or a variety of weathered 

wood tones, Togany /ooks like thick, individual wood 
shakes, hand-split in random sizes. Togany feels like 
wood, with deep, authentic grain. And Togany is 
even easier to apply than wood: score it, snap it, 

saw it, nail it—it won’t split or splinter. 


Togany is man-made—an entirely new concept! It 
turns back fire, weather and rot. Won't shrink or 
warp. Can't blister, peel, crack or check because it's 
based on the magic mineral, Perlite—and 
impregnated with specially developed J-M HPD 
(High Polymer Dispersion) Coating. The most 
permanent, trouble-free exterior ever developed, 
Togany stays looking like new with just an 
occasional washing. 


Will home buyers in your area go for a material 
that ensures years of beautiful protection 

with no painting bills, no expensive 
maintenance? Just try them! Introduce 

them to new J-M Togany—the exterior 

that's in a class by itself. For complete 

details, write Johns-Manville, Box 111, 

22 East 40th Street, New York, New York 
10016. Cable: Johnmanvil. 


| Togany— 
in a class 
by itself 


Togany siding, in white and five distinctive colors 
designed to enhance its luxurious texture. 


Johns-Manville 
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For the better homes in any neighborhood 


its wood panel doors. 


Why wood panel doors? 


Only panel doors made of wood add so much 
architectural interest—inside and outside. For 
this is the nature of wood. Only wood. Tasteful. 
Beautiful. Natural. 

Both exterior and interior doors are available 
in a variety of distinctive styles as standard 
units. Ponderosa Pine Wood Panel Doors make 


PONDEROSA PINE WOODWORK 
and the Western Wood Products Assn. 
Dept. HH-57, 39 South La Salle Street 
Chicago, Illinois 60603 
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the homes you design and build more interest- 
ing ... set them apart from the rest. 

Send for our DOOR BOOK. 16 pages crammed 
with decorative and practical ideas and uses for 
solid wood panel doors — ideas today's demand- 
ing home buyers are searching for. Send re- 
quests on your letterhead. 
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Only in New York: a housing ‘shortage’ that won't end 


By the standards now applied in New York 
City, rent controls should be clamped on 
apartments in Boston, Detroit, Minneap- 
olis-St. Paul, Providence, Memphis, Mil- 
waukee, Hartford, Cleveland, Chicago and 
Honolulu. 

Recent FHA surveys show that all those 
cities have rental vacancy rates below 546 
—the "emergency" figure used to justify 
"temporary" rent controls on 1,334,000 
New York apartments. The "emergency" 
has persisted since March 1943, making 
New York the only city still laboring under 
this hangover from World War II controls. 
Last month the city council rejected a 
landlord plan to phase out controls by 
1973 and opted instead to extend them for 
two more years. 

To sweeten the pill for realty interests, 
Mayor John V. Lindsay, viewed by some 


Photos: Joe Ruskin 


PROTESTER Jesse Gray, rent strike leader, is 
hustled from hearings after decrying lack of seats. 


as Republican vice presidential timber in 
1968, proposed that landlords be given a 
15% increase in rents—only the second 
hike of that size in nearly a quarter of a 
century. Landlords snubbed the measure 
as "so restrictive as to be virtually mean- 
ingless." 

In the panoply of big-city politics, (offi- 
cial) extension of the emergency was ex- 
pectable. Although the council held hear- 
ings to let both landlords and tenants regis- 
ter their views, the outcome was never in 
doubt because any hint that a councilman 
is "soft" on rent control is sufficient cause 
for retirement at the next election. 

Which 5%? Part of the battle, such as 
it was, revolved around different ways 
to calculate the vacancy rate. 

City Rent and Rehabilitation Adminis- 
trator Frederic S. Berman contended that 
а city-wide net vacancy rate of 3.1946 
fell far short of the law's 5% release fig- 
ure: “The plain fact is that in 1967 we still 
do not have enough apartments available to 
present an adequate choice of alternative 
apartments to all those people who wish to 
rent their homes within the city." 

But landlord groups scored the city's 
arithmetic on several counts. Brooklyn Col- 
lege economics professor Hyman Sardy 
said the city rent-control ordinance 
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nowhere defines exactly how vacancy rates 
are to be determined. The gross rate, he 
contended, was 5.14% because the city 
excluded units on which less than 11 
months' rent had been collected in the 
previous year. Berman replied that these 
units were considered "unavailable because 
they were dilapidated, hazardous, sea- 
sonal or otherwise held off the market." 

In any event, even the 3.19% vacancy 
rate is higher than any other major city 
had when it abandoned controls after 
World War II. And, noted Sardy, private 
builders built 650,000 units between 1940, 
prior to the emergency controls, and 1965. 
During those years, New York's popula- 
tion declined by 93,000. 

"Today," Sardy said, "the [vacancy] 
figure stands at 143,232 units, less than 
30,000 vacant units away from the catas- 
trophe of 1940 [when] a record 170,000 
housing accommodations were vacant." 

At month's end, lawyers went to court 
to test the proposition that a gross vacancy 
rate above 5% might not constitute an 
emergency after all. 

Slum breeder? Less academic but 
more demonstrable, contended the land- 
lords, was the fact that rent control is 
letting controlled apartments deteriorate 
into one vast slum. Rent-control rules have 
never let a landlord set aside a capital re- 
serve for property improvement, said Pres- 
ident Edward Sulzberger of the Metropoli- 
tan Fair Rent Committee, the main oppo- 
nent of controls for 24 years. 

“Our housing supply is decaying before 
our very eyes,” he said. Extending controls 
means that “all capital improvements in 
controlled housing will soon stop.” 

To bolster their argument, the realty 
men pointed out that over 27% of all con- 
trolled units were deteriorating or lacking 
some plumbing facilities, compared to 
slightly less than 8% in uncontrolled (and 
mostly newer) units. 

Several case studies 
point. Two examples: 

1. The nonprofit Citizens Housing and 
Planning Council revealed it had failed to 
make a profit after operating two slum 
tenements for four years. The council's 
original aim: to show that private capital 
could operate the buildings at an 8% 
profit. It had bought the tenements with 
a $250,000 grant from Laurance Rocke- 
feller and a $45,000 mortgage. Despite a 
low (544%) mortgage and partial tax 
abatement, Executive Director Roger Starr 
said, “It simply costs more money to keep 
up your property than you collect from 
rents at this level of the economic system." 

2. It was revealed that а city program 
to seize and rehabilitate slums was virtu- 
ally at a standstill because only eight of 
118 landlords had been willing or able to 
pay the repair bills and reclaim their build- 
ings. During the experiment the city piled 
up $3.2 million in unpaid repair bills. 

For his part, Berman contended, “There 
is no available data which would indicate 
that the landlords as a whole are suffer- 


dramatized that 


ing.” The law permits rent increases when 
landlords can show they are not earning a 
profit equal to 6% of the building's assessed 
value plus 2% depreciation allowance, he 
pointed out, and last year owners of 13,000 
apartments won hardship rent increases to 
earn the minimum. 

Magic statistic. The one clear message 
emerging from all the verbal haze was that 
rent control, as applied in New York City, 
is more a matter of politics than statistics. 

“Many of the arguments advanced in the 
current rent-control battle seem more ap- 
propriate to the discussion of a Great So- 
ciety welfare program than to the analysis 
of the continued need for a wartime eco- 
nomic measure,” said The Wall Street 
Journal. 

For instance, Berman argued control is 
needed because it “is providing a haven 
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PROTECTED tenant typifies fact that 9195 of all 
white elderly persons live in controlled units. 


for those least able to bear the high cost of 
construction," mainly the poor and elderly. 
But Sardy's studies showed that although 
this theory held for long-time (and predom- 
inantly white) residents, recent poor (and 
predominantly non-white) migrants to the 
city found "no vacancy" signs on many 
controlled units. 

The rent-control extension seemed more 
a tribute to the political clout of occupants 
of the city's 2.1 million apartments, a total 
that, Berman acknowledged, gave New 
York City more renters than all of the 
next six largest U.S. cities combined. 

This concentration of 7546 of city resi- 
dents in apartments made the structure of 
the rental market "a matter of major con- 
cern" to city government, said Berman. 
But it remained for The New York Times, 
in supporting rent control, to summarize 
the justice and equity of the situation: 

“The real estate interests may point out 
bitterly that the cost of a subway ride has 
gone from a nickel to twenty cents, and 
the general cost of living has risen 90% 
in the quarter-century since rent ceilings 
were imposed,” observed The Times. “So 
long as there are more tenants than land- 
lords, their [the landlords'] protests are 


likely to get little serious consideration.” 
NEWS continued on p. 32 
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AND EVERYTHING’S MORE 
AVAILABLE FROM EVANS 


a N 


xTM - Evans offers a whole new concept of 
supply and service with its new, ultra modern 
wood products plant at Norfolk, Virginia. The only manufacturing source of 

its kind, producing the most complete prefinished panel package available anywhere 
—and from a single location. Evans manufacturing centers, at Norfolk; Aberdeen, 
Washington; Corona, California; and Memphis, Tennessee, are planned to provide you with 
unmatched panel selection and service, in a full range of prices—located to supply you more 
quickly, at less cost. More reasons why Evans is the fastest-growing name in building 
materials. Whatever you need, you get—fast—from Evans. Just ask your dealer. 
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Poly-Clad Duro-Grain 


Lustre-Sheen 


Luxurious and low-cost—Poly-Clad 4-D Plus textured panels, on 
strong, durable plywood. Here's cameo-like richness that's truly 
carefree, wear-free. In five designer-selected wood-grain finishes. 


Diamondized Poly-Clad Plywall. Ten wood-grain finishes, on dura- 
ble plywood panels—for no more than most substitutes. Guaran- 
teed, too. You get new panels for any that do not comply. 


No Inlaids so beautiful, none priced so low. Exciting combinations 
of exotic woods—in a choice of five real wood finishes. Sequence- 
matched Architectural Panels, too—in All-Teak, or Walnut woods. 


The traditional beauty of Lustre-Sheen endures in the richness of 
these real wood panels. A tribute to good taste—in a selection of 
17 wood grains. 


For exciting interiors, Royal Hardwood Panels contribute the 
warmth and charm of natural woods to any room—inexpensively. 
Available in 14 wood grains that never grow old, only more 
beautiful. 


Diamondized Pdly-Clad Plywall 


Poly-Clad 4-D Plus 


وج 


PRODUCTS COMPANY 


[| PLYWALL DIVISION 


201 Dexter Street, West 
Chesapeake, Virginia 23320 
Phone: (703) 543-1601 
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Pattern-Ply 


New Pattern-Ply vinyl accents—on wood. Unmatched beauty and 
durability in accent panels. Striking colors, textures and designs 
—in 12 decorator finishes. 


Budget-priced wall beauty! Poly-Clad Duro-Grain is perfect for 
formal, family or fun-type living. Designed to take the wear with 
very little care. Inexpensive, too. In six wood-grain finishes, on 
extra-tough hardboard. 


Vintex Vinyl-plastic Laminates Finest quality vinyls, in 12 wood- 
grain finishes—for cabinets, shelves, furniture—all types of vertical 
application. Embossed wood finishes. 


Exceptional beauty, exceptionally carefree. Vintex Wall Panels 
provide premium quality vinyls on ¥4” lauan. In a choice of six 
rich wood-grain finishes—outstanding everywhere they go. 


Style-Grane offers distinctive wood-grain finishes on durable ply- 
wood—bargain-priced! A choice of five popular panels to let you 
add the appeal of paneling without adding to your costs. 


IT'S GASOLINE - IT'S ELECTRIC 


ITS BUT - SPEE-FLO 


Slimline 35 PowrTwin *799" г> 


power units. 


Add up these features: 


Compact — weighs only 
125-lbs. Siphon operated 
direct from 115V-15 amp 
outlet or 4-HP gasoline 
engine. Quick change 
from gas to electricity in 
5 minutes. Completely 
portable, goes up stairs, 


for the first time 

you can have 

complete versatility 
Comes complete with pat- 


T | ented Н - Gun, hose, and 
Y two power units. 


and airless quality \ | scaffolds and roofs. 


o 


SINGLE 
POWER 
(gas or 
electric) 
optional at 


Have the unit to do any 
job, anywhere. Get the 
Spee-Flo PowrTwin dem- 
onstration or case histo- 
ries on request, 


6614 Harrisburg Blvd., Houston 11, Texas 
Major Cities in U. S. and Canada 
Export Offices: New York City 

Sets new standards for quality finishing 
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YOUR HOMES WILL SELL BETTER 


when offered with 
KOOL-0-MATIC 


POWER ATTIC 
VENTILATOR 


...8 plus value comfort 


conditioning feature ! 


Superheated attic air increases temperatures in living areas 
below, shortens life of building materials. Excessive attic 
moisture damages plaster, paint, roof boards, eaves, etc. 
Kool-O-Matic with thermostat and humidistat removes attic 
heat and moisture automatically. Set it, forget it. Quality- 
built for lifetime service. Maintenance-free operation. Equip 
your homes with Kool-O-Matic and outsell your competition. 
Nationally distributed through building supply dealers. 


information about 
Kool-0-Matic. 


lama 
O Builder Name 

[] Architect Address ڪڪ‎ а З8РИНИНЕӘН 
Other — City State — ^ Zip 


Dept. 87 1831 Terminal Rd., Niles, Mich. 49120 
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RYAN'S JIM RYAN 
Departing to start his own company 


RYAN'S ED RYAN 
Returning to helm of building giant 


Management shift at Ryan Homes 
shakes second largest U. S. builder 


The brother team of Edward M. 
Ryan, 42, and James P. Ryan, 
34, has split over management of 
the family's Ryan Homes, the 
nation's second largest home- 
builder. Result: Jim has resigned 
as company president and Ed 
takes back the presidency, which 
he vacated in January 1966 to 
make room for his younger 
brother. 

As it turned out, Jim's debut 
as president coincided with the 
outbreak of tight money. That, 
plus operating problems, sliced 
Ryan profits from $1.4 million in 
1965 to $190,715 last year. Even 
though the Pittsburgh-based com- 
pany closed a record 2,710 house 
sales for $65.4 million last year, 
up 25% from 1965, an unfore- 
seen $400,000 in mortgage dis- 
counts ate up profits. 

A second major profit drain 
developed at Ryan's four lumber- 
yards, used as central supply 
points for the company's locally 
based building operations in 15 
major cities. As a nationwide 
lumber strike loomed last spring, 
Ryan stocked its yards with lum- 
ber at inflated pre-strike prices. 
The strike threat evaporated, and 
lumber prices plummeted, leav- 
ing the company to build last 
year with high-priced lumber. 

That incident and ensuing de- 
bate over proposals to correct the 
overstocking became a source of 
contention among executives— 
and to a fight over Ryan's future 
command. The company said 
only that Jim Ryan quit as presi- 
dent—he remains as a director— 
"after failure to reach agreement 
with the board over future ad- 
ministrative policy." Insiders say 
the board turned down Jim 
Ryan's request for a one-year 
contract eliminating any review 
of his executive decisions. 

Some of Ryan's senior execu- 
tives also disagreed with Jim 
Ryan's personnel decisions, and 
several key men departed while 
the change in command was 
brewing. Marketing Vice Presi- 
dent Frank van Ameringen, a 
lawyer, left to practice law; pro- 
duction chief Emil Tessin, who 
had helped design the ill-fated 


Alcan aluminum house, departed 
in a cost-trimming move; and 
Financial Vice President Leo 
Kelly joined a new investment 
company. 

Jim Ryan himself is forming a 
new company, the James P. 
Ryan Co., to become one of the 
first homebuilders in Jim Rouse's 
new town of Columbia between 
Baltimore and Washington. His 
staff will include Robert Gaw, 
former Ryan Homes comptroller, 
and several other former Ryan 
Homes executives. Ryan Homes 
will build components for the 
Ryan Co. houses in Columbia, 
where first models are expected 
to open in late summer. 

In the wake of Ryan Homes' 
unsettling experience with lum- 
beryards last year, trade sources 
also reported the yards would be 
sold. But spokesmen for Ed Ryan 
denied this. 

The spokesmen said the 1966 
experience in no way undermined 
the confidence of management in 
the company's concept of operat- 
ing in many markets through a 
series of semi-autonomous local 
divisions, often likened to "a col- 
lection of small builders." In the 
Ryan system, local division man- 
agers draw upon Pittsburgh head- 
quarters for design, accounting 
and financing aid but pick their 
own sites and select models to 
suit each local market. A liberal 
bonus system pegs a division 
manager's earnings to his profit 
upon invested capital achieved by 
controlling costs and sales. 

Ryan's growth in recent years 
has been the talk of the industry. 
Formed by Ed Ryan in 1946, 
the company grew steadily into 
Pittsburgh's biggest builder by 
offering buyers houses priced 
from $13,000 to $45,000 in 90 
locations. As the Pittsburgh mar- 
ket softened in 1961, the com- 
pany ventured into other cities 
in Pennsylvania, Ohio, New York 
and West Virginia. 

Even departed executives are 
confident that Ed Ryan can re- 
store health to the company he 
started. Said one: "He'll do it! 
He'll do it because he's the best 
in the country, bar none." 
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Colonial Cherry W-50 


Black Oak W-45 


Cathedral 
Walnut W-27 


every period 
comes alive 
with... 


Specify Consoweld laminated plastic surfacing for both vertical 
and horizontal surfaces from walls, partitions and doors to table 
tops, cabinets, counters and other furniture—wherever a true 


La m | nated Plastic in R ich woodgrain effect is desired. Specifier samples are available from 


your Consoweld distributor, or see 


Authentic Woodg га ns Consoweld's line in the Sweet's Catalog 


Consoweld Corporation, Wisconsin 


Rapids, Wisconsin 


select Black )usky dig Brown Antique White 
Walnut W-46 Walnut W-42 Walnut W-48 Oak W-43 Walnut W-24 Oak \ Clear Birch W-38  Fruitwood W-47 


MILLIONS 


LISTEN TO ME SELLING 
IN-SINK-ERATOR ON EACH 
BREAKFAST CLUB SHOW 


Like Arthur Godfrey on CBS radio, Don McNeill reaches 
millions every time he speaks for In-Sink-Erator. On the 
air, and in national magazines, the home-buying prospect 
is told about In-Sink-Erator's exclusive features: Patented 
reversing switch, jam-clearing ''Wrenchette", and pro- 
tective detergent shield. All key water-exposed parts of a 
stainless steel In-Sink-Erator are covered by a lifetime 
warranty against corrosion. And the entire disposer has : 
5-year parts warranty, too. Millions know about In-Sink- 
Erator quality. In-Sink-Erator helps sell for you. Write for 
free literature. 


1 of every 3 disposers sold is made by 
In-Sink-Erator . . . the originator and perfecter 


[3 3 In *Sink*Erator 


Approaching 30 Years of Quality and Service 
IN-SINK-ERATOR MANUFACTURING CO. RACINE, WISC, 


34 Circle 43 on Reader Service card 


NEWS 


Kaufman & Broad reverses its stand, 
returns to low-priced house market 


Last December President Eli 
Broad of Kaufman & Broad 
startled an NAHB convention 
panel by denouncing FHa’s Sec. 
22143 for 3% mortgages. He 
said d3 rules had cut profit po- 
tential so severely that his com- 
pany was quitting the middle- 
income program. FHA Commis- 
sioner Philip Brownstein, a panel 
member, sat unsmiling through 
the public attack. 

In an equally dramatic about- 
face last month, Broad hired for- 
mer California Comptroller Alan 
Cranston to lead a new K&B sub- 
sidiary, Homes for a Better 
America, back into the d3 field 
—but with a difference. 

The Cranston unit will pack- 
age and build d3 projects for 
nonprofit sponsors like churches, 
labor unions and fraternal groups, 
charging developers' and contrac- 
tors' fees for its service. In pre- 
vious d3 ventures, K&B itself 
sponsored and sold cooperative 
units to mid-income families in 
Chicago and Detroit. 

Cranston views the new com- 


K&B's CRANSTON 
New tack on mid-income housing 


pany as a bridge between private 
builders, government and non- 
profit groups. 

“Nonprofit organizations want 
to help meet housing needs but 
lack the experience in building,” 
he says. “And business working 
alone can never produce the 
needed housing at low enough 
cost.” An advisory board of civic 
and business leaders will help 
guide the new company. 


Three building teams split up 


In Minneapolis Clyde Pemble, 
33, has left Pemtom, the com- 
pany he helped found in 1963. 
With veteran construction man 
J. T. Dixon, he has formed 
Pemble-Dixon Inc. to build 
houses, apartments and commer- 
cial buildings. 

Pemtom, which sold 1,000 
houses in 1965, had grown into 
one of the area’s largest home- 
builders. But as tight money hit 
last year, both Pemble and part- 
ner Bruce Thompson, 34, faced 
the prospect of selling some of 
their Pemtom stock to raise cash. 

“If I had to sell some of my 
stock, I felt Га just as soon sell 
it all,” said Pemble. 

Pemtom, with 1966 sales of 
$10.5 million, is now controlled 
jointly by Thompson and the 
Rock Island Corp. а closely 
held company controlled by the 
Weyerhaeuser family. 

In San Francisco Robert M. 
Bryson resigned abruptly as 
executive vice president and di- 
rector of Eichler Corp. the 
homebuilding company now re- 
organizing under Chapter 11 of 
the Bankruptcy Act. Bryson had 
teamed with Los Angeles adver- 
tising man Charles Parr last 
year to buy control of Eichler 
from founder Joseph Eichler 
and his family (NEWs, Nov.). 

Eichler Corp. spokesmen said 
Bryson stepped out of his $35,000 
job to "reduce the executive cost 
burden," but they didn't say why 
he shed the non-paying title of 
director as well. Bryson is Eich- 


ler's largest stockholder. 

Eichler Corp. last month told 
the bankruptcy court that its 
assets topped liabilities by $6 
million but that forced liquida- 
tion would cause deeper losses. 

In Kansas City redeveloper 
Lewis Kitchen sold his half 
interest in City Reconstruction 
Corp. (News, July '65) to be- 
gin work on a new 10,000- to 
12,000-unit community on the 
East Coast. The project, partly 
backed by а major corporation, 
has not been publicly announced. 
It is so attractive that "it would 
have been unthinkable to turn 
it down," said Kitchen. 

Kidder Peabody Realty Corp., 
a subsidiary of the Wall Street 
investment house of Kidder Pea- 
body & Co., becomes owner of 
CRC and will finish renewal proj- 
ects in Los Angeles and Tulsa 


ASSOCIATIONS: Paul Posin is 
the new president of the Home 
Manufacturers Assn. He heads 
Arbor Homes of Waterbury, 
Conn. 

Earl W. Swett of Marlette 
Homes is the 1967 leader of the 
Mobile Homes Manufacturers’ 
Assn. An advocate of industry- 
wide standards, Swett led a drive 
culminating in adoption of na- 
tional performance standards for 
mobile homes at MHMA's annual 
meeting last month. 

W. G. Connelly, builder of a 
1000-house subdivision in Ot- 
tawa, heads Canada’s National 
House Builders Assn. 
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Chevy-Vans come in two sizes, 
two capacities, three choices of 
power. And one strength. 


Meet the dynamic duo of the delivery 
business — Chevy-Van 90 and Chevy- 
Van 108—a couple of toughies that 
like to work! 

The Chevy-Van 90 carries 209 
cubic feet of cargo on a 90-inch 
wheelbase. And if that's not enough 
truck for you, then check out the 
big Chevy-Van 108. It's not just 
longer in body, it rides on a new long 
108-inch wheelbase too for extra 
strength. This one provides 256 
cubic feet of load space and it comes 
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Tough! 


in both 26- and %-ton capacities. 
Both the Chevy-Van 90 and 108 
have big double rear doors, inside 
height of 4% feet and, to make 
things easier, a loading height that's 
only 2214 inches off the ground. 
Big double curbside doors open 
more than four feet square; they're 
standard on the 108, available on the 
90. Also available, in both models, 
are two thrifty sixes and a spirited 
V8 to add hustle to your hauls. 
Check the new Chevy-Vans at 
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your Chevrolet dealer's; see how 
much truck a low price tag will buy! 
. . . Chevrolet Division of General 
Motors, Detroit, Michigan. 


a brand new breed! 
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EVERY 2 MINUTES 
ANOTHER FAMILY MOVES 
INTO A NEW HOME WITH 
FLAMELESS ELECTRIC HEATING. 


Get your share of this profitable market. 
Add extra sales appeals, speed construction, too. 
See your Electric Utility Company... 


QUICK: 
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THIS GOLD MEDALLION identifies a home where 

everything's electric, including the heat. 

It gives you a great selling edge for homes of Р LIVE BETTER 
every size, every style, every price bracket. ELECTRICALLY 


Edison Electric Institute 


22 TMAS 
Ask your electric utility company about the p 
GO 


Gold Medallion Home Program. Ww 750 Third Ave., N.Y. 10017 
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Rough-sawn 


Western Wood 


siding does it 


beautifully. 


А quick look across the country shows 
why Western Wood siding is enjoying 
its biggest popularity in generations. 
It's helping more builders sell homes 
faster. It gives the new home buyer 
real value for his dollar, low mainte- 
nance, and irresistable good looks. 


40 


The hottest trend is the natural look- 
stained rough sawn siding. The most 
desirable buyers shy away from look 
alikes and imitations, prefer the Real 
McCoy. And Western Wood siding 
is the original . . . often imitated, 
but never duplicated. It's solid wood 
with solid value you can sell. 
In Palo Alto, California; Samuel H. 
Kauffmann, President, Brown and 
Kauffmann, Inc., sums up the whole 
story of Western Wood sidings: 
"We feel the first step toward 
selling a house is made right at the 


curb ... where the house either appeals 
or doesn't appeal to our prospect. So, 
we place great emphasis on design- 
and that includes designing-in materials 
that exhibit a quality and richness that 
reaches out to the curb and pulls the 
customers in. Western- Wood siding 
does exactly that (see above)." 
In Salt Lake City, Utah, Vern C. 
Hardman, Jr., President, Research 
Homes, Inc : 

"In a traditionally brick exterior 
market, we wanted something to give 
our homes an extra richness and 
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character. Western Wood siding 
did it. We started using it in combina- 
tion with brick. Now we are gradually 
able to do more all-wood exteriors 
as our market comes to accept it. We 
sell low maintenance, the ease of 
restaining and natural beauty. It works." 
Finally, from Minneapolis, Minnesota, 
William M. McGonigal, Oak Park 
sales manager, Vern Donnay Homes: 
"Three years ago, we looked for 
something fo increase sales, yet keep 
the house price within our target 
range, the modest home buyer. We 


MAY 1967 


picked rough sawn Western Wood 
siding. It was a major change from the 
pressed fiber products we had been 
using. But it was worth it. We see 

the positive effect on buyers every 
day. Incidentally, we use Western 
Wood siding literature to relate our 
modest homes to the finer, more 
expensive homes it displays." 

Start selling your home right at 
the curb. Send for our special builder's 
siding package. Take a look at the 
design and versatility you get with 
Western Wood. Just send the coupon. 
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Western Wood Products 


+ + Dept. НН-567, Yeon Building, 
Association Portland, Oregon 97204 


Western Woods include: Douglas Fir, Engelmann Spruce, 
Idaho White Pine, Incense Cedar, Lodgepole Pine, Sugar 
Pine, Ponderosa Pine, Western Hemlock, Western 


| larch, Western Red Cedar, White Fir. bs 


ак 


— — 
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8” BRICK 
BEARING WALLS 
IN APARTMENTS 


8” brick bearing walls are used through the entire eight floors 


Oakcrest Towers 111, of Oakcrest Towers 111, located in Prince Georges County, 

ї Maryland, just outside Washington, D.C. Completed at a rate 
ОП = County, of one story per week, this apartment building contains 161,334 
Marylan square feet of floor space. The contractor saved more than $1 


per square foot of floor area by using brick bearing walls 
rather than structural frame. (Speed of erection also offers a 
savings in interim financing.) Construction was simple because 
all brick wall thicknesses are identical from the foundations 
to the roof. In essence, Oak Crest Towers 111 is a series of 
eight one-story buildings, one atop another. 

Maintenance of corridor and shear walls is eliminated be- 
cause exposed brick serve as the interior finish and as the 
structural walls. The 4-hour fire resistance of the 8" brick wall 
provides safety and low insurance rates. Privacy, extremely 
important to tenants, comes from brick bearing walls with 58 


Architect/ Bucher-Meyers & Associates decibels sound resistance. Oak Crest Towers III is another 
Engineer/H. L. Keller & Associates significant example of the modern brick bearing wall concept, 
Contractor/ Banks Engineering Corporation providing structure, finish, fireproofing, and sound control. 


5 739” tt - 
Corridor - 23'-4” Clear Span e Exterior 
Bearing Finish Floor Bearing 
Wall Wood Block Wall 

L7 Underlayment 
E PME Li \ 2Y2" Concrete Тор 
arpe a 
еони M EAS 
EE Vo" Setback 


Note — End Of 
Joist Coated 


5” Concrete Slab 
With 6x6 4/4 W. M. 


Brick 
342" x 7V2" x 1142” 


Brick 


3V2" x 7Y2” x 1112” Gypsum Board 


Steel Bar Joist 


Gypsum Board تچ انت‎ On Ж 
Len olyurethane НГ 
Insulation A 


ш 
| For more information about this excitingly economical system of building with brick, call or write 


Structural Clay Products Institute, 1520 18th Street NW, Washington, DC 20036 Area Code 202-483-4200 
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БЕ س کد‎ A . E oc Hem n Row 


REAR ENTRANCES open into parking area. Original house is in foregrou 


WHAT THE LEADERS ARE BUILDING 


Builder Richard Lind bought an old house 
(above, left) in Wellesley, Mass., for 
$42,000, spent $10,000 to remodel it and 
then added three townhouses (above, cen- 
ter and right) for about $25,000 each. AII 
four houses were rented before completion 
at $340 for the center units and $370 for 
the end units. 

Plans of the three new units are basically 
the same, though the new end unit (below) 


ШИ 


SE шере 


hotos: Robert W. Chalue 
" D 


Add-on project: One house becomes four rental townhouses 


has a balcony off the dining area and slid- 
ing doors from the basement. АП four 
houses are roughly the same size: 2,100 sq. 
ft. of living space on two floors, plus a 
175-sq.-ft. finished family room in the base- 
ment. The whole building occupies only 
20% of its half-acre site, leaving two-fifths 
of an acre for front lawns and rear parking. 

Architect: Williams & Paige Assoc. of 
Dedham, Mass. 


are 


Leaders continued on p. 50 


END UNIT (plan, left) is similar to two other new 
units except for balcony and basement doors. 


in center photo. 
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Why Kwikset developed 
Custom Line.. locksets. 


C ustom Line locksets are precisely that: Lock- 

sets specifically designed for finer homes, 
apartments and light commercial buildings. 

More and more builders across the country 
are installing heavier duty Kwikset Custom Line 
locksets. Here are some reasons why: 

Custom Line assures 
maximum reliability. 
Because there are only 
four moving parts, the 
Custom Line locking 
mechanism is simple 
yet remarkably rugged. 

Additionally, all in- 
terior parts are bronze 
plated for longer life and greater 
durability. 

Custom Line guarantees quality 
materials and craftsmanship. Custom 
Line locks are crafted only from top- 
grade steel and brass. They are the 
result of 10 years of extensive re- 
search and development designed to 
provide the trade with a superior 
heavier-duty lockset. 

Custom Line provides maximum security. АП 
keyed locksets feature a tough pin-tumbler lock- 
ing mechanism which allows far more keying 
combinations than is possible with wafer or disc 
locks. 

Kwikset's exclusive Protectokey®, which auto- 

matically locks out all subcontractor keys, may 
also be ordered. 
Custom Line has many applications. Kwikset 
has special Custom Line locksets designed for 
use in service stations, schools, hotels and 
motels, and institutions, and in the full range of 
functions. 


Custom Line adds beauty to performance. Cus- 
tom Line locksets come in two contemporary 
knob designs, the Vista and the Lido, and in a 
handsome selection of rich finishes. An array of 
decorative trim rosettes is also available. 

We think you will also be impressed by 
Custom Line's quick, easy installation. 
The Custom Line is Kwikset's 
premium lockset. It 
is tops in performance, 
tops in quality, yet 
costs significantly 


less than other heavier duty 

locks with Custom Line features 

If you are concerned with quality and 

value, perhaps you should consider Custom 
Line for your next project. 

The Custom Line, shown here in Vista design, 
is a rugged, reliable lockset which meets Federal 
Specification 160 and is approved by Under- 
writer's Laboratory. 


т К ове 


America's Largest Selling Residential Lockset 


Kwikset Sales and Service Company Anaheim, California A Subsidiary of Emhart Corporation 
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Now that the Federal Housing Administra- 
tion has announced the acceptance of PVC 
for DWV and water service lines, what 
does it mean to you? 

It means corrosion and rust can be a thing 
of the past. It means installers are no longer 
exposed to dangerous open flames and 
rough edges that can cut. It means installa- 
tion is simplified because of lighter weight 
and easier assembly. 

Drain/waste/vent systems made of Geon 


vinyl are backed by 15 years of experience in 
providing high quality raw materials to PVC 
pipe and fittings manufacturers. Pipe of 
Geon vinyl is strong, resists acids and 
alkalies, and is impervious to household 
cleaning agents. These are just some of the 
reasons why PVC pipe has been approved 
by many city, county and state codes all 
over the country. 

Find out for yourself. For an illustrated 
book showing PVC in DWV installations. 
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write B.F.Goodrich Chemical Company, 
Department H-11, 3135 Euclid Avenue, 
Cleveland, Ohio 44115. 


B.EGoodrich Chemical Company 


a division of The B. f. Goodrich Company 


\ BEGoodric 
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homasote 
ROOF DECKING w TEDLAR 


TEDLAR pvf film is incomparably stain-resistant; makes ''white-glove" treatment 
superfluous. Common stains—dirt, grease, paint—are instantly and completely 
removed by wiping with a damp cloth. 


Homasote Roof Decking with a factory-applied interior finish of 

TEDLAR (in two wood-grain colors or white) simplifies exposed- 
beam construction—with impressive savings in application 
time. Results are superior, too, in both appearance and 
practicality. And, of course, you also get the structural 
strength, weatherproof insulation, and application 
versatility that make Homasote Roof Decking 
the best buy for any job. 
So—throw away your 
white gloves and ask your 
lumber dealer for details, 
or write Dept. E- 5, 
Homasote Company, 
Trenton, N. J. 


DuPont registered 
trademark 


Pecan Driftwood 


TRENTON, N. J. 08603 
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White 


Are you getting full pro 


People want window insulation—they know it's nece: 
That's why it's easy to sell PPG Twinpow® Insulating G 
and make extra profit with no added labor costs. 

Point out to your customer that his only chance to g 
sulating glass is when the house is being built. And th: 
cost of insulating glass can be included in the mortgage 
only a few dollars down. Otherwise, he'll probably spen 
to $400 out of pocket to insulate the windows later. 

Tell your customer about the added convenience tha 
insulating glass provides—no putting up, no taking do 


from the windows you install? 


storing; only two surfaces to wash. Plus lower heating bills, 
reduced fogging and frosting, no down drafts. Ll he 
The big difference is you’l/ pocket extra profit. And your Ё е 
customer will get lasting satisfaction. 
PPG makes the glass that makes the difference. 
Pittsburgh Plate Glass Company, One Gateway Center, 
Pittsburgh, Pennsylvania 15222. INDUSTRIES 
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WHAT THE LEADERS ARE BUILDING 


starts on p. 44 


A typical colonial? Yes—but the plan may 


With its center entry, big dead-end living 
room, formal dining room and four second- 
floor bedrooms, this house is apparently a 
conventional two-story. But it offers some- 
thing extra. Specifically: 

1. In the area normally used for a 
breezeway between the house and garage, 
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3 
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surprise you 


2. In a 500-sq.-ft. area over the sunken 
garage, there are two additional bedrooms, 
with their own stairway, and a third full 
bath. 

The 2,900-sq.-ft. house, designed by ar- 
chitect Lynedon Eaton (H&H, Jan.), is in 
a small project of seven homes in Wilton, 


Photos: Joseph W. 
Р = N a 
A 


Molitor 


Conn. Builder D. J. Sylvester's customized 
houses are priced from $60,000 to $90,000 
on 2-acre $10,000 lots. 


there is a 15'x15' family room (below, 
left), three steps down from the kitchen 
and with its own outside entrance. 


POM 
Ini "NL 


- E 
LARGE KITCHEN, seen here from breakfast area, has U-shaped counter, 
Family room is through door in background; formal dining room is at right. 


LARGE FAMILY ROOM is three steps down from kitchen, in background. 
Fireplace wall turns corner to accommodate grill and wall ovens (photo, right). 


Letters start on p. 68 


50 HOUSE & HOME 


Негев опе 
freezer- 


refrigerator 
that can 


warm up 
a kitchen 


And warm up sales, too! 


The new Admiral Decorator Duplex freezer/refriger- 
ator puts all the warmth of real wood textures into 
the kitchen. 

It'S a sure way to make your entire home or apart- 
ment stand out and catch your prospect's eye the 
moment she enters the kitchen. And there's a size 
to fit every builder's needs! 

The mouldings are conveniently installed and 
easily fitted with any choice of wood grain or tex- 
tured panels on the market. Here's remarkable new 
design flexibility for you! 

The Admiral Duplex is the Number 1 side-by-side 
freezer/refrigerator. A full 20 cubic feet of storage 
space, only 33 inches wide! And it has a clog-free ОТТИК — 
forced-air condenser for service-free reliability and | = ТТТ 
complete built-in installation. Available in four — —— —— — —EÓÁ 
79, with decorator panels 


models: 20 cu. ft. (33" wide), 22 cu. ft. (3524" wide), emit و وا و‎ иаи 


25 cu. ft. (41" wide) and 30 cu. ft. (48:4" wide). Jin E 

white, avocado, copper bronze, halo beige, yellow 

and brushed chrome. A drmiral 
The famous Admiral Dual Temp (refrigerator with : 

top-mounted freezer) also comes in a choice of 


sizes, in white or decorator colors. 
For specifications on all Admiral products, includ- ЁТ ex 
ing air conditioners, ranges, disposers, dishwashers, 
call. your nearest Admiral Distributor or write: 
FREEZER/REFRIGERATOR 
BUILDER SALES DIVISION 


Admiral Corp., 3800 Cortland St. C» 


Chicago, Ill. 60647 MARK OF QUALITY THROUGHOUT THE WORLD 
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Scheirich Royal. Birch and 
Bronzeglow. Birch Cabinets in 


MEDALLION. TRIM 


with matching border 


Ж T.M. Reg. U.S. Pat. Off. Applied For 


“For the Most Beautiful Kitchens of Them АШ” H. J. Scheirich Co., Box 21037, Louisville, Ky. 40221 


BRONZEGLOW® BIRCH ROYAL® BIRCH HEATHER® BIRCH MOONGLOW® VANITIES 
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12 WAYS TO USE 
PLYWOOD TO REMODEL 
FASTER, MORE EASILY, 

MORE PROFITABLY. 
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TWO WAYS 
PLYWOOD HELPS IN ROOF 
REMODELING JOBS. 


Н ж 
39Р 


LN 
è 
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1. New plywood sheathing on top of old roof. 
Plywood was applied right over the old shingles on this 40-year- 
old garage. “Saved 1/3 on labor and a heck of a clean-up job by 
not removing old shingles," the builder said. Application was easy: 
he simply released collar ties, pulled the walls together with a 
hand-operated cable come-along, replaced collar ties, and nailed 
down 1/2-in. plywood. Plywood sheathing keeps bellying out of 
walls, sag out of the roof and acts as a strong structural diaphragm. 
He finished the job with new cedar shingles. 


2. Or start fresh with new framing and 


sheathing. 

The contractor used 1/2-in. plywood roof sheathing to get a tight 
roof on this old house in two days. There's no faster — or stronger 
— way to build a roof. He used plywood for walls and floor of a 
500-sq.-ft. room addition at the same time. Total cost (including 
kitchen, mudroom, fireplace, plywood built-ins): $10 per sq. ft. 


For a free booklet on plywood roof systems, send coupon. 
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NEW PLYWOOD 
FLOOR SYSTEMS TAKE CARE 
OF SQUEAKS, SAGS, 
STRUCTURAL PROBLEMS. 


3. Underlayment nailed over old floor. 


Old lumber flooring was too rough for tile when this laundry room 
was remodeled. So 3/8-in. plywood was nailed down to make a 
solid, smooth base, with no chance of swelling or buckling. Tough 
DFPA grade-trademarked plywood increases floor stiffness and 
resists dents, punctures and concentrated loads. It’s the best pos- 
sible base for wall-to-wall carpet. (Important to remember, now 
that FHA financing may include carpeting. ) 


APPLICATION DETAIL 


£t: - | Ea т: XC DIST 


4. Plywood and foam over concrete. 5. 2-4-1— Quickest and strongest. 


This combination makes a warm, dry, resilient floor—easy on the The builder didn't have time to lay separate sub- 
feet. System has built-in thermal insulation and is perfect for floor and underlayment for this room addition. So 
upgrading damp basement areas, a garage, bedroom, recreation or he used big 1-1/8-in.-thick panels of 2۰4۰1 plywood 
playroom. Edges and ends of plywood underlayment are tongue to get the job done fast, at an estimated 30 percent 
and grooved to prevent differential deflection at panel edges. Vinyl saving. T&G joints eliminate need for blocking; 
tile was applied over plywood in this basement, but almost any give a smooth, solid surface for flooring. 

floor covering may be used. 

For more on plywood floor systems, send coupon. 
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WORN OUT WALLS? 
NEW WALLS? 

TRY ONE OF THESE NEW 

PLYWOOD SYSTEMS. 


6. Use preframed wall panels 
on new room additions. 


Two men put up this preframed plywood tilt-up wall in 
minutes. A single layer of grooved MDO (Medium 
Density Overlaid) plywood siding was nailed directly 
to studs, with no sheathing required. Besides saving car- 
penter labor, the preprimed siding cuts out one whole 
finishing step. Wall section for this family room-kitchen 
addition was built on а 9.41 plywood deck. 


7. Or nail plywood siding 

over the old wall. 

Here’s how plywood siding was quickly applied to give 
the rest of the same house a new look. Old shingles were 
first removed. | Sometimes you can leave old siding on. ) 
Then the builder nailed big panels of preprimed MDO 
plywood over old sheathing and new building paper. 
Total cost of the siding material for the entire home 
was $600. Gable ends are Texture 1-11 plywood. 


For more facts on plywood wall systems, send coupon. 
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GREAT NEW IDEA 
FOR INTERIOR FACE LIFTING: 
NEW PLYWOOD PANELINGS. 


8. MDO plywood with molding gives 
new elegance to an old room. 


A simple plywood paneling treatment made this distinctive 
family room out of an old dining area in two evenings' time. 
Builder nailed sheets of 1/4-in. plywood sheathing over old 
plaster walls, then applied 3/8-in. MDO plywood. Decora- 
tive molding, 16-in. o.c. and over panel joints, is in keeping 
with the home's traditional style. A coat of low-luster 
enamel completed the redecorating. 
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9. Textured plywood is in good taste 
anywhere, including remodeled offices. 


If old walls are in good shape, plywood paneling like this 
textured cedar can simply be glued right over them. In halls 
of same office (see construction photo) 3/8-in. plywood 
backer panels were first nailed over old walls, with black 
strips painted around edges. Then panels of rough sawn 
plywood were glued in place with contact cement, creating 
a three-dimensional pattern. 
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FOR YOUR 
ADD-A-ROOM CUSTOMERS, 
PLYWOOD HAS AN IDEA 
AND A PLAN. 


10. Plywood makes family rooms 
like this practical for almost any 
postwar rambler. 


Using design imagination and simple plywood construction 
rather than exotic, expensive materials, the builder com- 
pleted this stylish 450-sq.-ft. family room (with fireplace, 
carpeting, skylight) and 20x16-ft. patio for less than 
$5,000. A beamed ceiling was achieved by using 14-ft. glue 
laminated beams. Roof decking was 2-4-1 (1-1/8-in.-thick 
plywood), with its underside grooved to give a plank effect. 
Another big material and labor saver was the new plywood 
wall system, described below. 


11. Textured plywood for exterior walls. 


For walls of the room addition, the contractor specified 
Sturd-i-wall construction, using one thickness of 3/8-in. 
rough sawn plywood with battens 16-in. o.c. as both siding 
and sheathing. Handsome textured sidings like this are 
being used increasingly for interior walls, too. There are 
dozens of new textured plywood styles and patterns to 
choose from. Ideal for remodeling, they require little or no 
maintenance, inside or out. 


For a free Modernizer's Manual, send coupon. 
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YOU CAN ADD 
A LOT OF SPACE WITH 
PLYWOOD BUILT-INS. 


12. Every house can use more storage. Here are four ideas: 


A. This children's room in a remodeled attic doubles as a 
playroom, thanks to ingenious plywood built-ins. Beds roll 
out from under storage bank for sleeping, roll halfway in 
for daytime use. Ceiling is plywood with 1x2-in. battens. 


B. Plywood remodeling put waste space to work in this old 
kitchen. For example: a built-in table, and neat enclosure 
for sink and dishwasher. Cabinets and cupboards are 3/4-in. 
plywood, to be finished with white paint. Textured plywood 
for walls and built-ins is another possibility to update 
kitchen areas. 
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C. Here’s a simple plywood garden tool and sports equip- 
ment unit you can tuck into a carport or the side of a house. 


D. When this basement was remodeled, the builder made 
the most out of available space with this deep, roomy ply- 
wood storage unit. It accommodates sports and hobby 
equipment with handy shelves, and extra space on the backs 
of the doors. Plywood doors have a smooth, resin-fiber over- 
lay finish that requires no paint, little maintenance. 


For plans of closet and outdoor storage unit, send coupon. 


NEW BOOKLETS GIVE YOU 
FACTS ON PLYWOOD BUILDING 
SYSTEMS AND THE NEW 
PLYWOOD STANDARD. 


How to buy & specify plywood Plywood Construction Guide 


thor new Product St 


(ын Plywood / Сонот amd: ги 


A. 


A. How to Buy and Specify Plywood — Based on 
new Product Standard PS 1-66, covers key definitions, 
grade-use charts. Includes facts on new Identification Index; 
gives ordering suggestions. 


B. Plywood Construction Guide for Residential 
Building — Covers floor, wall (including Sturd-i-wall), 
roof systems and paneling under new Standard. Also has 
grade-use guide, fastening and installation tips. 


C. Pocket Guide to Plywood Grades Under PS 1-66 


— Handy pocket reference covers species, veneer grades, 


Always look for the DFPA grade-trademark on 
all the plywood you buy. It means quality plywood. And 
for more information, write us in Tacoma or any regional 
office: Atlanta, Chicago, Dallas, Detroit, Los Angeles, 
Minneapolis, New York, San Francisco, Washington, D. C. 
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SHELF. DOOR WARDRONM 


1 А * ат 
Pocket Guide to Be 1AWN TOOL 
STORAGE E 


Plywood Grades 
The Айа a-taom Moderner s 


Operating Manual 


D. 


guides to appearance, specialty, construction and sheathing 
grades, plus helpful load-span tables for roof sheathing and 
subflooring. 


D. Add-a-room Modernizer's Operating Manual 
— All the details on building a remodeling business: mar- 
ket facts, opportunities for specialization and *how to" 
information on getting leads, generating sales. Enclosure 
tells how to get construction plans, sales aids, other help 
in selling Add-a-rooms. 


E. Storage Plans — Plans and material lists for the 
sports closet and garden tool storage unit. 


AMERICAN PLYWOOD ASSOCIATION 


TESTED 
American Plywood Association DEPA 
Tacoma, Washington 98401, Dept. H QUALITY 
Please send me the free booklets checked below: 


How to Buy and 


1 Pocket Guide to Storage 
Specify Plywood 


Plywood Grades Plans 


Plywood Con- Modernizer's 
struction Guide Manual 


Name 


Firm 


Address 
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The quality 


of hydronic heat, 


the appeal 


of electricity 


with this new American-Standard 


P e? ә 


mem ' 


If you build Total Electric Homes, or plan to, you 
should know about electro-hydronic heating. Hy- 
dronics—the modern version of clean, even, hot water 
heating—has been used mainly with gas or oil. Now, 
with the new Electra* electric boiler developed by 
American-Standard, you get a superior electro- 
hydronic heating system for about the price of a good 
resistance-panel installation. The wall-hung Electra 
boiler weighs only 90 Ibs., takes no floor space. Cast 
iron sections and low-density elements assure high 
efficiency and long life. Four models, with outputs 
from 34,000 to 82,000 Btuh meet the heating re- 
quirements of practically any home you might build. 


electro-hydronic comfort system 
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Two men install the complete system—boiler and 
Heatrim* baseboard panels—in just one day. M Why 
is electro-hydronic heating so good? It's even and 
steady because the temperature of the water circu- 
lating through baseboard panels is truly modulated. 
The trim, compact panels provide complete decorat- 
ing freedom. Rooms are draft-free from floor to ceil- 
ing. The entire home is comfortable. And as with any 
hydronic system, you can easily zone the home into 
comfort areas, each with its own thermostat. For 
details, see your American-Standard contractor. Or 
write American-Standard, Plumbing and Heating 
Div., 40 W. 40th St., New York, N.Y. 10018. 


* TRADEMARK AR&SS CORP, 


AMERICAN 
STANDARD 


PLUMBING & HEATING DIVISION 
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FIRST on the 
market... and 
still the BEST! 


"Hi- RED 


PLASTIC 


SCREW ANCHORS 


27 SIZES 


FOR NO. 4 
SCREWS 


DRILL HOLE 


Collarless 
Anchors 

for Flush 
Mountings 

‚.. Terrific 
Holding Power 
in Any Solid 
Material. 
These “all-purpose,” low-cost 
anchors permanently hold screws 
in any material you can drill—hold 


up to 2 tons. Take small holes. 
Use indoors or outdoors. Try 'em! 


MILLIONS IN USE! 


BUY 'EM IN 
HANDY KITS... 
OR CARTONS. 


Kits include an- 
chors, screws, 
masonry drill. 


WRITE FOR 


FREE SAMPLES 


Hi HOLUB INDUSTRIES, Inc. 


fm 421ELM ST.» SYCAMORE, ILL. 60178 
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Nationwide trade-in program 
H&H: I always enjoy reading House « HOME. 
It is one magazine that is in the top three 
on my list to always read. I especially enjoyed 
your editorial on equity transfer [Mar.]. It 
made me aware that we are not advertising 
enough to let the world really know what we 
have available for the public. I refer to Na- 
tional Multi List, a nationwide Realtors’ or- 
ganization that is doing effectively what you 
advocated in your editorial. My firm is the 
northern Virginia representative of this group, 
and I am serving as the current president of 
the National Multi List program. 

We can help anyone sell, buy or trade prop- 
erty anywhere in the nation. We use the same 
guarantee program, have financing to back it, 
have all the ground rules worked out, take 
the fear out of the prospect's mind and pro- 
vide for a smooth transfer of equities within 
the city or between cities. 

We not only do what I've already mentioned 
but also provide a preview of property for 
the stranger coming into town. Each of our 
Realtor members publishes a similar monthly 
magazine, Homes for Living, to show our 
prospects what they may expect of architec- 
ture, areas, etc., in the town they are moving to. 

The program has been most effective. In 
our firm alone, we have expanded to 80 resi- 
dential salesmen and have had to appoint a 
trade-in manager to handle the volume. 

GEO. P. SHAFRAN, Realtor 
Better Homes Realty Inc. 
Arlington, Va. 


The $64 question 

H&H: I read with great interest the article 
headlined, “One lumber company supplies 
them all” [Feb.]. The facts as set forth have 
little interest unless Davidson’s Lumber Co. 
made a legitimate profit. Any reference to this 
was omitted. 

The past 20 years have seen far too many 
interesting but unprofitable ventures publicized 
in a manner unwarranted when measured by 
valid profit-and-loss standards. 

JOHN W. KELSEY, president 

Model Management Corp. 

Greenville, Ill. 
Says General Manager Michael W. Boeke of 
Davidson's; “In view of Mr. Kelsey's "'legiti- 
mate” profit stipulation, I must hedge, since 
“legitimate” to him may be “excessive” or 
“mediocre” to some of us. However, thanks 
to the frugality and sagacity of our founder, 
we have contributed to the 1Rs (and its pred- 
ecessors) annually since 1929— which was 
not the best year to be starting anything." 


A word for land subsidies 

H&H: It is refreshing to find an editorial [Jan.] 
that does not take the traditional stance of 
blaming everything on the federal govern- 
ment (which certainly is not blameless) and 
implying that if the government would get 
out of business, everything would be candy- 
dandy. I happen to believe other solutions 
are needed, preferably by private enterprise 
but not exclusively. If private enterprise 
doesn't come up with the solutions, govern- 
ment must. 

I think the housing industry had better start 
considering its own stake in taking care of 
the people for whom public housing is in- 
tended. Public housing projects have not pro- 
vided the answer. We have a growing geriatric 
population that needs shelter, but more than 
just shelter. Most of these people cannot afford 


continued on p. 72 


Economy or Beauty? 


Now you.can have both, plus the 
stability that only a laminate gives. 
Laminated Block goes over con- 
crete or wood, on grade or above 
grade, Perfect for slab construction 
in homes and apartments. 

You can offer your customers a 
variety of 5 woods and colors. Select 
from Natural Oak, Toast Brown 
Oak, new Mediterranean-inspired 
Sienna Oak, Walnut and Cherry. 
Famous vinyl-alkyd finish assures 
long life with little bother. Also 
available unfinished. 

9” x 9” blocks are tongued and 
grooved for quick, foolproof instal- 
lation with adhesive. 

Look for us under “Flooring” in 
the Yellow Pages. 

Write for details today ! 


SEE US IN SWEET'S Ө 


NN 


Wood-Mo saíc 
CORPORATION 


5000 Crittenden Drive 
Louisville, Kentucky 40221 


| 
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The better homes їп every 
neighborhood have wood windows. 


Have you noticed? 


CARADCO 


CARADCO Wood Casement Windows 


have double weatherstrippingl 


From the manufacturers of 
Creative Building Products 


CARADCO, INC. 
Dubuque, lowa 


Caradco Eastern, Inc. - Pemberton, New Jersey 


HUHU 


oi bya = 
indows Windows 


Windows 


Bmw or write direct to factory 


Caradco Windows and Patio Door products are further detailed in Sweets Light Construction v^ م‎ Arch. File P* Са 990 Canadian file 


Circle 68 on Reader Service card 


69 


MAY 1967 


“So you're planning on 
building some homes. 
And you need financing. 
Fine. That's my business." 


ү 


* You have to sell me first." 


Looking for money? Well, first you're going to have to show the “money man” how good 
a builder you are. These days, bankers and other lenders are watching quality very closely. 
In checking builder specifications, they look for manufacturers with a quality reputation. 
Why? Because it reduces their risk. They know you'll sell your homes faster if you build 
with quality materials. This is especially true of features that are readily visible to the buyer. 

Take a little thing like locks, for example. When you install Schlage locks on every 
home you build, it does cost you more. But that's the kind of quality the *money man" is 
looking for. And that's the kind of home-building he wants to give his backing to. 

So, show him top quality building materials, like Schlage locks. He'll feel better about 


putting his cash behind your plans. 
° SCHLAGE: 


San Francisco * Vancouver, B.C. 
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Free booklet 
tells you how to 
use central 
air conditioning 
to close more sales 


Selling more homes more 
quickly is important to you...air 
conditioning can help you do it. 

Central electric air conditioning is 
a reality of modern living. Almost 
one out of every four new residences 
constructed in 1965 was centrally 
air conditioned. Make sure you are 
armed with the facts you need to 
cash in on all the sales advantages 
central air conditioning has to offer. 
Get the booklet "Plain Talk From 
Du Pont." For your free copy, 
mail the coupon. 


FREON’ (000010 
refrigerants 


BETTER THINGS FOR BETTER LIVING... THROU 


IGH CHEMISTRY 


ES 
| Du Pont Co., Room 139 

| Wilmington, Delaware 19898 

| Please send me a copy of your booklet on cen- 
| tral residential air conditioning. 

| МАМЕ TITLE 
| COMPANY. 
| ADDRESS 
1 


САТЕ 2۴ے‎ 


LETTERS 


start on p. 68 


conventional housing under our present sys- 
tem. Many of them cannot even afford “re- 
tirement living" property. Some form of sub- 
sidy will be necessary if we don't want to see 
the formation of old people's ghettos. Most of 
the elderly express the desire to live in their 
present neighborhoods, but the rising cost of 
land and the accompanying taxes may make 
this impossible. And, of course, the elderly 
are not the only ones who find land values 
shoving them out of the picture. 

That is why I think your idea of subsidizing 
the land may hold the solution. At any rate, 
it’s an idea well worth exploring all the way. 

RICH FOWLER, vice president/ 
creative director 

Kossack Advertising Assoc. Inc. 

Tucson, Ariz. 


Zoning: the decision makers 
H&H: I was horrified to read in your February 
News story on zoning that you considered a 
Los Angeles zoning ordinance defective be- 
cause the power to make decisions lay in the 
hands of the planning commission rather than 
in the hands of the city council and the mayor. 
If there is anything that I and many other 
builders have learned it is that a planning and 
zoning commission—appointed and not elected 
and working regularly with planning matters 
—is far more likely to understand a zoning 
proposal and to decide it on its merits. 

Certainly, there are exceptions to this rule. 
But in most cases, you are far more likely to 
have a zoning question decided on its merits 
by a zoning commission than by an elective 
body. 


ROBERT B. Horr, president 
Byrne Development Corp. 
Florence, Ky. 
Los Angeles Mayor Samuel Yorty—not 
House & HoMe—considers his city's present 
zoning ordinance defective.—Eb. 


Safety violations on the job 


2 


H&H: The cover of your December issue 
[above] shows numerous safety violations, an- 
other reason why many contractors cannot 
build houses successfully. Ignoring safety rules 
on housing could cut costs, but most con- 
tractors would be cited under violations exist- 
ing on the jobsite shown. 

L. G. LAMON 

Lamon Construction Co. 

Yuba City, Calif. 
Assuming that Reader Lamon is referring to 
the precarious perches of the carpenters in 
the picture, they may indeed constitute legal 
violations of some safety laws. But carpen- 
ters have always been notoriously individual- 
istic as well as cat-like, and no builder could 
afford to build scaffolding at every spot from 
which a man could take a header. —Ер. 


overnight 
success. 


A Quality Courts Motel means more than a 
sound investment. It means profit. Extra 
profits because of higher occupancy, lower 
operating costs and more favorable room 
rates—a 30% greater annual income than 
the industry average. 

Nearly 500 Quality Motels are linked to- 
gether by the Sunburst sign...an extensive 
nationwide advertising program, and a strict 
code of superior service and hospitality. And 
now by Qualimax—the most advanced com- 
puterized reservation system in the industry. 

If you're interested in expanding, consider 
the sign of Quality, and the multitude of serv- 
ices offered by an experienced staff of ad- 
visors. For franchise information write or 
call: Franchise Sales Manager, Quality 
Courts Motels, Dept. HH-5, Daytona Beach, 
Florida. Area Code 904, 677-8711. 


Quality Courts and the Sunburst are trademarks of 
Quality Courts Motels, Inc. 
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A little copper invested here... 


pays big dividends here... 


WATER 


cosets 


Typical 2:bath, kitchen and laundry 
drainage system in copper. 


Anaconda copper tube and fittings install easier, last longer, add more value to 
your homes than substitute materials, for a scarcely noticeable difference in costs! 


Look at it this way. ALL-COPPER plumbing in your homes 
can provide your buyers with one of the most desirable 
features they could ask for. And provide you with one of 
the most efficient building operations you've ever seen. 

Anaconda copper tube for water supply, sanitary drain- 
age and hydronic heating can all be installed by the same 
team, using the same tools and with the same time-saving 
installation methods. 

Furthermore, Copper Drainage Tube DWV with trim, 
solder-joint fittings installs between standard 2 x 4's 
eliminating construction of special, space-consuming par- 
titions to accommodate bulkier piping. Rough-in work is 
faster and the soldered tube-to-fitting joints are perma- 
nently tight. In multiple housing developments your plumb- 
ing contractor can save additional time and keep ahead of 
schedule by prefabricating sub-assemblies in his shop or 
at the site. Copper is immune to rust and virtually main- 
tenance-free. 

In short, ALL-COPPER plumbing is one evidence of 
quality construction which is quickly recognized and ap- 


praised by home buyers. And this sales advantage can be 
yours for little, if any, additional cost. 


Don't use substitute materials in the belief that 
copper is not available. In 1966, the industry produced 
and shipped more than 400 million pounds of copper 
tube and pipe for general plumbing. Proof of its availability 
—and salability. 

Your plumbing contractor can readily obtain Anaconda 
Copper Tube and Fittings from leading plumbing and 
heating wholesalers. For sources of supply in your locality 
write Anaconda American Brass Company, Waterbury, 
Connecticut 06720. In Canada: Anaconda American Brass 
Limited, Ontario. шот! 


ANACONDA 


AMERICAN BRASS COMPANY 
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Thermasol brings the Steam Bath back home. 
A 4,000-year-old idea is 1967's most exciting new 
home feature! 2033 BC: | 


was the rave of the best | 
445 ВС: Ax X e ee said it cured what 
ailed 'em. 200 BC: 


luxury homes in 


< R It was a must for 
e ^a 


а Rome. 1453 AD: 


The Turks а it was positively 
e, Turkish. 1967: Thermasol makes the 


Thermasol . . . the amazing breadbox-sized electronic generator . . . lets any © 
shower stall or tub area double as a personal steam bath. Thermasol steam bath- 
ing is in, it's fun, it's marvelously relaxing. Progressive builders everywhere are 
featuring Thermasol as the ultimate bathroom luxury in ads, model homes and 
apartments. Nationally advertised, Thermasol has proved its tremendous appeal . 
to both men and women. It creates traffic and excitement in model homes... ' 
repeatedly makes the difference in closing sales fast. Let us put this really un- ^ 
usual feature in your next model, and watch the action! 


For details, contact: 
& 
THERMA Nes 


101 Park Ave., New York, N. Y. 10017 d 


New York: (212) MU 4-7766 • Washington: (202) 296-3909 + Chicago: (312) 935-1890 • Los Angeles: (213) 748-7983 
NATIONALLY ADVERTISED: Look, The New Yorker, House & Garden, House Beautiful 
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«Model “Home Ideas 
for quick sales 


Show Bruce Ranch Plank with a steer hide rug 


Catch buyers’ interest іп a model home with this unusual Plank charm and character that is always popular. And 
combination—a steer hide rug on a beautiful Bruce you'll appreciate the famous Bruce Prefinish on Ranch 
Ranch Plank Floor. Exotic area rugs are ''in" with Plank Floors. Baked into the wood at the factory, it 
decorators this season, and Ranch Plank Floors are saves you installation time and money, gives home buy- 
“in” with home buyers any season. The dark pegs, ers long-lasting beauty underfoot. Write for information 
mellow coloring, and 214" /314"-width strips give Ranch on all Bruce floors or see our catalog in Sweets' Files. 


® PEGGED OAK FLOORS give a home charm and beauty far beyond their modest cost. 


E. L. Bruce Co., Memphis, Tennessee—38 101—World’s largest in hardwood floors. 


What are you going to say 
when a buyer 
asks for a Rain-Clox? 


Then you should know this is 
the electronic controller from 
Rain Bird that makes a sprin- 
kler system completely auto- 
matic. That turns the sprinklers 
on and off at the right time of 
day. And waters each section 
of ahomeowners’ landscaping 
just the right amount. 


ам. BIRD. 


Certainly 
Ma’m: We 
can include 
it in your 
home loan. 
Did you seea 
RainBird ad? 


Then you must have written 
forthe package of information 
that told you what a Rain-Clox 
costs; what it does; how to 
install it; and how to arrange 
the loan.Like another package 
for your specifier? Write: Rain 
Bird, Glendora, Calif. 91740. 
(inthe West); orRainy Sprinkler 
Sales, Division 1. К. Nelson 
Manufacturing Company Inc., 
West Pioneer Parkway, Peoria, 
Ill. (in the East and Midwest). 
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A bold new concept in versatile, economical forced air heat... 


Conc Ave. „ёр 


WALL MOUNTED, DIRECT VENT GAS FURNACE WITH BASEBOARD EXTENSIONS 
FOR PERIPHERAL AND MULTIPLE-ROOM HEATING APPLICATIONS 


А beautiful new answer for a multitude of heating 
requirements, Classic-Aire lets you put heat where you want it—economically ! 
Gone are built-in ducts, chimney and the usual construction 
costs of forced air heating. Room-to-room baseboard extensions (warm air channels) 
make installation quick and easy; in residential, commercial and high-rise 
applications. It’s the most flexible gas heating ever created! Ask us for more details. 


Finished in rich wood 
grain vinyl, Classic- 
Aire mounts on inside 
wall, vents directly to 
outside. 


TO: Mr. Lee A. Brand 
Empire Stove Co. 
Belleville, Ill. 62222 


to Dear Lee: 


MEMBER 


NATIONAL 
ІР-САЅ 


formance data. 
ASSOCIATION 


NAME 


Enie COMPANY 
® ADDRESS 
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| 
еді You've got me interested. Now send me the full story оп | 
Classic-Aire including dimensions, specifications and per- | 


Eljer's Triangle gives you just the right 


angle for scoring with your customers. 
Í | How? Simple: Eljer's Triangle toilet con- 
| verts unused corner space into usable 


space. Opens up large and small bath- 


rooms! Corner toilet is a space-maker for 
half baths and powder rooms, too! 
With Eljer Master Crafted fixtures, call- 
backs are at a minimum. Available in Eljer 
pastels and white. For more information, 
call your contractor, Eljer representative, 
or write Wallace-Murray Corporation, 
Eljer Plumbingware Division, Dept.HH7, 
P.O. Box 836, Pittsburgh, Pa. 15230. 


MASTER / 
“с! Р, LJ. ER. 


SINCE 1904 FINE PLUMBING FIXTURES 
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"taint paint 


“This is stain." 
"Are you sure?” 


"Positive. Olympic Solid Color Stain. Hides like expensive 
paint. But it costs a lot less. Easier to apply, too. Even over 
old paint. And it doesn't make a thick film over the wood; 
you can still see the natural beauty of the texture. Oh, and 
it's guaranteed. Won't crack, peel, flake or blister." 


"That's a promise ?” 


"|n 30 beautiful, living colors." 


Olympic Solid Color Stain 


"tis beautiful 


"This is Olympic Semi-Transparent Stain.” 
"Beautiful !” 


"Exactly. See how it adds color and depth without hiding 
the natural richness of the wood ?" 


"Really shows off the grain and texture, doesn't it?” 


"Right. And in 36 tones. That's why architects like it. And 
builders. 'Fact, anybody who likes wood likes Olympic." 


"| like wood." 


"| knew you were my kind of people." 


Olympic Semi -Transparent Stain 


For color samples on wood and new A.I.A. Information Manual, write Olympic Stain Company, 1118 N.W. Leary Way, Seattle, Washington 98107 


MAY 1967 
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Make home buyers 
head your way 

with outdoor features in 
Decorative Concrete 


sealer to bring out color and sheen. Redwood headers add 
design interest and act as control joints. A decorative touch 
like this is easily achieved. See the “how to” across the page. 


Exposed aggregate concrete turns driveways dramatic. Here's 
one of the most interesting of Decorative Concrete's many 
forms. The builder used Mexican beach pebbles, treated with 


FITITITIT 


HOUSE & HOME 


For any builder, getting the jump on competition gets 
tougher all the time. But more than a few are doing 
a good job of it right now with Decorative Concrete— 
in driveways, patios, walks, pools and other outdoor 


features. 


MAY 1967 


Decorative Concrete adds a custom-type touch people 
like. A charm and note of difference they admire. 

Ideas? You can texture, color, pattern, shape con- 
crete to no end of decorative effects. With handsome 
sales effect, too. 


How to get exposed aggregate 
finishes you'll be proud of 


Topping aggregate should be chosen in 
the size and color that will give the tex- 
ture and effect wanted. As soon as nor- 
mally placed concrete slab (specify a 514 - 
to-6-bag mix) has been darbied, aggre- 
gate should be scattered to cover the 
surface as shown. 


Next, aggregate is embedded by tamping with a darby or 
other suitable tool. Then, as soon as the concrete will support 
a workman on kneeboards, the surface should be hand floated 


Ww , Que TRIES: dade $ 
In exposing the aggregate, timing is critical. Exposing should 
begin as soon as the grout can be removed by simultaneous 
brushing and flushing with water without overexposing or 
dislodging the aggregate. Some builders use test panels to 
determine timing. Finished job should be cured thoroughly, 


using a non-staining method of curing. 


3 Ried. p 


so all the aggregate is embedded just below the surface and 
completely surrounded by grout. Concrete should then be 
allowed to start setting up. Large areas may need a retarder. 


Help your concrete crews learn more about installing Dec- 
orative Concrete. Send the coupon for free booklet. If you 
would like to have selected crew members attend one of 
PCA's demonstrations of concrete finishing, contact your 
ready mix supplier or the nearest PCA office. (U.S. only.) 


Yes, Га like a free copy of the booklet: "Cement 
Mason's Manual." (U.S. and Canada only) 


NAME 
COMPANY 
ADDRESS 


CITY STATE ZIP 


PORTLAND CEMENT ASSOCIATION 
Dept. A5-94, 33 West Grand Ave., Chicago, 111. 60610 


An organization of cement manufacturers to improve 
and extend the uses of portland cement and concrete 
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Whatever happened to make 
LawrenceWArner c e the 
name of his business and 


the brand of his dishwasher? 


Nt EC 


Both these things happened about the 
same time, but for completely different 
reasons. 

Warner changed the name of his 
business to Warner & Sons, Builders, 
when his two boys decided to work with 
him. (That's Larry on the left, Bob on 
the right.) 

And he changed to KitchenAid dish- 
washers so he wouldn't have to worry 
about callbacks. 

Lawrence Warner has been building 
homes for 18 years in the Seattle, 
Washington area, and he knows dish- 
washers. 

Since 1963, the pamm 
Warners have recom- | 
mended KitchenAid 
dishwashers for | 
every home they've 
built. It's paid off.| 

"We've never had 


KitchenAid", he 
said. "Not one call- 
back". 

Quality is very 
important to the Warners. They take 
personal pride in their workmanship, in 
the materials they use. And, to them, the 
quality dishwasher is KitchenAid. 

So if you want to forget about 
dishwasher callbacks, too, look into 
KitchenAid. See your distributor. Or 
write KitchenAid Dishwashers, Dept. 
7DS-5, The Hobart Manufacturing 
Company, Troy, Ohio 45373. 


KitchenAid 


Б. Dishwashers 


70у. 


By the 


makers of Hobart commercial dishwashers and food waste disposers. 
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Also available with heavy plate 23 Кага! hard gold finish 


Impeccable in taste— CRYSTAL GLO provides sheer elegance in today's 
luxurious bathroom. Beautiful acrylic crystal handles with unique inside 
faceting subtly reflect brilliance and sparkle. The setting is gem-like; 


distinctive. CRYSTAL GLO by Harcraft adds the final touch of quality so 


important to the discriminating home buyer 
For personal presentation, write 


HARCRAFT BRASS Division of Harvey Aluminum 
19200 South Western Ave., Torrance, California 90509 
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| neue tere LOPES a ne rem е 


It took 4 architects, 3 draftsmen, 3 engineers and 
289 work hours to design this Kingsberry Home 


You can’t rush perfection. And this is what Kingsberry 
strives for in the design of every home. The 1874 
square-foot "Fulton" model shown is an example. The 
labors of design show up immediately in the beauty of 
the elevation, the natural flow of the floor plan and 
economy of construction. For builders of the "Fulton," 
it shows up in fast sales because of Kingsberry built-in 
value. 

Smaller Kingsberry models get the same treat- 
ment . . . 4 architects, 3 draftsmen, 3 engineers and the 
time required for perfection. 'T'his is just the beginning. 
Every six months, all Kingsberry models are 
reviewed and graded according to consumer x 


MAIL THE COUPON BELOW TODAY 


+ 


KINGSBERRY 
er 


acceptance. They are then carefully appraised . . . and 
either revamped, updated or dropped. That’s how 
Kingsberry keeps its balanced line of some 100 models 
from year to year. Always adding the best of the new... 
keeping the best of the current sellers. Let this design 
excellence—plus Kingsberry’s fine cost-control system, 
liberal financing and the industry’s most complete 
marketing program—help you capture more than your 
share of your market... whether it be single family 
houses, apartments or our new line of leisure homes. 
Kingsberry now serves leading builders in 29 
mid-Atlantic, midwestern and southeastern 

is states. 


COPYRIGHT © 1967 KINGSBERRY HOMES 
DIVISION OF BOISE CASCADE 


Mr. Robert C. Smith, General Sales Manager/Kingsberry Homes/ Department HH-3/5096 Peachtree Road/Chamblee, Ga. 30005. 
О Please send more information on the Kingsberry program. [C] Please have your representative call on me. My interest in 
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On the righteousness of deep-think planners 


Dost thou think, because thou art virtuous, 


there shall be no more cakes and ale? 
—Shakespeare, Twelfth Night 


Before some evangelist on the urban scene leads another 
innocent to the brink of financial disaster, it would behoove 
all the giddy practitioners of urban forecasting to look back 
closely at the ground their feet have just left. 

You know how they behave. Someone says, “Why, man, 
do you realize that we’re going to double our population in 
the next half century, and everybody will live in megalopoli 
that spread from coast to coast like a heaving bacteriological 
culture. What are we going to do?” Our urban savant then 
strokes his Berkeley beard and intones (at once pedantically 
and self-consciously), "We'll just have to put our cities’ 
growth solidly in the hands of planners and architects. [He’s 
speaking of the establishment architects, not the ones who 
do all the work.] Then, by federal fiat, we'll build great urban 
plants, veritable cultural centers, monuments to human aspira- 
tion.” 

Now, what the urban savant really means is his own aspira- 
tions, and what he really wants is a big consulting fee for 
the rest of his life. What our soothsayer lacks in this little 
dialogue is some acid Philistine who will inject a jolting 
comment like, “Big deal! We doubled our urban plant in 
the last quarter century, and now we have a whole half 
century to do it again. If we've got so much time, I’m 
going fishing." 

The trouble with that dialogue is that both sides are 
wrong. Our urban savant approaches planning for the future 
as an ideology, a framework into which he can fit all his 
fondest illusions. His passionate belief in the rightness of 
his thinking, if it does not lead to the tragic demise of some 
perfectly good company, at least convinces legions of in- 
nocents that there are easy solutions to urban problems— 
that the new-town idea, for instance, is a panacea for all 
that ails us. 

Our acid Philistine is in just as bad shape as our urban 
savant. Kid Philistine's total reliance on the action of the 
marketplace led to the disasters facing cities today, and 
those disasters increase geometrically, not arithmetically. 

What confuses the urban problem is that people are 
mesmerized by numbers. The numbers are real enough. But 
unless they're put in perspective, they can be misleading. 
It's probably true, as the Urban Land Institute says, that 
in one generation's time four-fifths of us will be clustered 
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in three gigantic urban regions and 19 smaller regions, What's 
more, this concentration will place an unprecedented de- 
mand on land, air and water in those regions. But it's also 
true that most of the nation will be preserved as open space, 
that urban areas are only occasional spots and that they 
will actually take up only 11% of available land. 

АП the talk about urban problems centers on that 1146. 
What will happen if those spots are left to grow without 
any planning will very probably be much like what happened 
to the New York metropolitan area in the last two genera- 
tions. There will be sprawl; densities will reach about 100,000 
people per square mile (in parts of Manhattan density is far 
higher than that); and there will be plenty of air and water 
pollution, traffic jams and the like. 

The point is that all of these problems are perfectly solv- 
able, even now. The roadblocks to solving them are purely 
political, but things are not bad enough yet to make the 
various levels of government and the voters re-allocate reve- 
nues to do the job. We have the money and the technology, but 
not the will of the people. And that will probably still be true, 
to some degree, a generation from now. 

However, the seemingly immovable political obstacles to 
building a better urban future make many thoughtful people 
seek solutions that are more hopeful than workable. 

Take new towns, for instance. The theory is that we might 
build whole cities out in the middle of nowhere to house 
and employ big hunks of our population. But just examine 
the history of most towns in America and you realize that 
it took at least a generation to build them, an investment 
running into billions of dollars and a geographic location 
that made sense in the nation's economic life. So it's no 
surprise that most of the new towns now under way are 
still basically bedroom communities feeding off existing 
metropolitan areas. 

There's no question that we will double our urban plant 
in the next generation. But what sort of urban plant will it 
be—enjoyable or just barely livable? You won't find the 
answer to that question in an academician’s dream. It lies, 
instead, in using the realities of people’s needs and desires 
as a platform from which to launch realistic and workable 
plans. 

—RicHARD W, O'NEILL 
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Fifteenth annual marketing issue 


In 1967, good merchandising is built 
right into the merchandise itself 


That's why you don't see any banners or big signs or dancing 
girls in these pictures, and why you won't find any treatises 
on salesmanship or advertising in the eight case studies on the 
next 24 pages. Instead, this issue of House & HoME examines 
the product itself—project, house and features—as the single 
most important merchandising tool the builder or developer 
has today. 

This does not mean that advertising and salesmanship are 
not important. Traffic must be built up, and personal contact 
between salesmen and buyers is still the best and often the only 
way to put across all the points of excellence in a house or a 
project. 

Nevertheless, it is safe to say that most of these projects sold 
themselves. Their most effective merchandising was by word 
of mouth, and at least one builder was able to drop his whole 
advertising program after the first couple of months because his 
project's reputation was bringing him most of his serious pros- 
pects. 

It is also safe to say that the greatest appeal of most of the 
projects lies in that elusive quality called environment. En- 
vironment is compounded of land, land planning, landscaping, 
houses, and community facilities; when these elements are 
blended correctly, the net result is the best possible merchan- 
dising—a place where people want to live. 

The last two case studies in this issue show in dramatic 
fashion why the product itself is the builder’s best marketing 
tool. Two builders were suffering from slow sales; instead of 
investing in heavy merchandising programs, they put their 
money into improving their models. The result: sales increases 
that surpassed their wildest imaginings. 


For the first case study, turn the page. 
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Good land, made 
helps this development sell itself 


There are indeed salesmen at builder Ed- 
mund Bennett's Carderock Springs project 
in Bethesda, Md, But they don't pursue 
prospects into the models, and they don't 
lurk in closed or open traps. They stay in 
Bennett's sales office, on the principle that 
by the time a visitor has driven into the 
model area (he must pass through beauti- 
fully wooded sections of the project) and 
gone through the models, Carderock 
Springs itself will have done a better sell- 
ing job than any salesman could. 


J. Alexander 


better by skilled planning, 


And, in fact, this is just what happens. In 
four years, Bennett has sold more than 
325 houses at prices that currently range 
from $43,000 to $53,000. 

“We don’t have to explain why our sub- 
division is better than most,” says Bennett. 
“People have soaked up a lot about good 
land planning, so what we're doing is self- 
evident.” All of Bennetts land planning 
and house design is in the hands of the 
architectural firm of Keyes, Lethbridge & 
Condon. 


‘When you build your merchandising around 
environment, every detail is important’ 

Thats why items like corner plantings, fences, street signs 
and lights are carefully selected and positioned by the 
architects to enhance the naturally rustic feeling of Carderock 
Springs. 


HOUSE & HOME 


UPPER 
LEVEL, 


‘Buyers want good houses, and they also want 
houses that go with the environment’ 

Bennett's models are designed to fit the existing terrain as 
much as possible. The split-entry above, for example, is 
built on shallow slopes, while the two-level below, with its 
basement opening on grade, fits steeper grades. Each house 
is individually sited on its lot, and care is taken to see that 
carports and driveways do the least possible violence to the 
land. Houses are often placed at right angles to each other 
so that the heavily glassed wall of one does not look out on 
windows or patios of others. 
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‘Trees are so important that our buyers 

will pay $4,000 more per lot to get them’ 

When Carderock Springs was planned, Bennett ran a survey 
that located every tree with a diameter of more than 12”. 
The survey was superimposed on a topographic map, and 
all houses and roads were sited to save as many of these 
trees as possible. In addition, an inspection is made after a 
house is staked out, and the siting is changed if it will save 
a particularly attractive tree or clump of trees. 


Photos: J. Alexander 


‘Every piece of land has drawbacks, but you 

can make some of them invisible to buyers’ 

Near the entrance to Carderock Springs is an old quarry; 
to hide it from visitors in approaching cars, Bennett built up 
a series of earth berms (above), which are planted with 
ground cover, Another berm (right and below) screens the 
project from an expressway and also blocks some of the 
traffic noise. 
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‘People are part of the environment, and buyers 
want to know what their neighbors will be like" 
Says Bennett: “We want prospects to feel that this is a special 
place full of special people." So he has set up what might 
be called an environment room in one part of his sales office 
(below). It features photographs, some of them shown on 
this page, of Carderock residents taking part in a variety of 
social, recreational and family activities. There are pictures 
and displays emphasizing the backgrounds of Bennett's own 
firm and those of the designers and architects who helped 
create the community. And because good planning is so 
important to Bennett, he also displays the many local and 
national awards he has won over the years for both neighbor- 
hood and individual-house design. 


: Robert de Gast 
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When Monarch Bay Mall opened, just 
under a year ago, its developer, Laguna 
Niguel Corp. of California, anticipated a 
steady but slow sales program that would 
last at least a year. The site was superb: 
11 acres overlooking the Pacific and a fine 
beach. But the price range—$46,600 to 
$58,500—did not promise fast sales; the 
project had 44 lots, double the density of 
Laguna Niguel' next-door project; and 
the California housing slump was hurting 
sales everywhere in the area. 


The right blend of site, grading and houses 
made a big success of this small project 


What actually happened surprised every- 
one. "We sold 35 houses during the first 
month," says Knowlton Fernald Jr., one 
of the project architects and Laguna 
Niguel’s director of architecture and plan- 
ning. The reasons? “We graded the site so 
all but a half dozen houses have full views 
of the ocean. Despite the high density, our 
houses have lots of privacy. We put a lot 
of money into landscaping. And we have 
a maintenance program that keeps up both 
land and house exteriors.” 


‘We recontoured the entire site to give 


houses an unobstructed view of the ocean’ 


The plan and section at left show how lots are lined up in 
three stepped-down rows, with a road between the middle 
and top rows, and the mall, for which the project is named, 
between the middle and bottom rows. “The basic slope was 
already there," says Fernald, “зо the earthmoving wasn't as 
big a job as it might have been." Developing costs, including 
road and underground utilities, came to $3,500 per lot. 
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“Оиг buyers get the beauty of good landscaping 
but none of the headaches of maintaining it’ 

Most prominent feature of the landscaping is the grass mall, 
shown in the photos above and below, that runs almost the 
full length of the site. Sloping areas are planted with small 
shrubs and ground cover. All upkeep is done by a homeown- 
er's association (a condominium would have been possible 
but complex since the project is on leased land). Landscap- 
ing costs, including steps, paths and an irrigation system, 
were $2,000 per lot. Morgan Evans was the landscape architect. 


Leland Y. Lee 


‘Privacy is important to our buyers, so we 
raised the living levels of our houses' 

This is actually a one-story house, but it is raised on stilts so 
that people on the porch or in the living room will not be 
bothered by traffic on the road below. For the same reason, 
most of the two-story houses (built in the bottom and top 
tiers of the project) have their bedrooms on the lower story 
and living levels above. Models have either two or three bed- 
rooms, and from 1,765 to 2,210 sq. ft. of living area. Project 
architects were Fernald, Ricardo A. Nicol and Arthur R. 
Schiller. 
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Early American opulence got vital first sales 
for this pioneering townhouse-condominium 
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It was Oklahoma City’s first condominium, 
so developer George James went all out to 
offset buyer skepticism. "If we hadn't," he 
says, "we'd have been a dead duck." He 
packed the project with all the outstanding 
traditional design he could think of: ex- 
teriors copied from fashionable George- 
town in Washington, D.C., old brickwork 
copied from Philadelphia, gaslights im- 
ported from England. He walled in the 
project. And he named it Jamestown. 
Ninety days after it opened last year, 


10,000 people had come to see Jamestown. 
The ad agency hired to promote it was 
dropped after two months, because James 
discovered that most of his prospects were 
attracted by word of mouth. 

Despite tight money and a declining 
stock market, James had sold 17 units early 
this year. Sales are somewhat behind con- 
struction—the first 30 units have already 
been erected—but James expects they will 
catch up soon. Reason: Jamestown is still 
drawing traffic from all over the Southwest. 


*We're selling distinction—so we built our 
common green and town wall right away' 

All 130 units, on 812 acres, will be enclosed like an old walled 
town. “When you drive through our big wrought iron gate," 
says James, "everything looks different—we're completely 
divorced from the surrounding neighborhood." Even the 
townhouses themselves are walled at both front and rear 
entrances. The partial site plan at left shows how the initial 
30 buildings have been grouped in blocks of ten so that rear 
patios open onto streets instead of backing into each other. 
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‘The look of Jamestown—by night and by 

day—is the look of quality' 

And the look comes from costly extras like real gas lamps 

shipped from Southwark Council, England; illuminated foun- 

tains (above); and a community center (right) patterned after 

a colonial garrison. Adding to the community’s feeling of 

security are services like round-the-clock guard protection, - 
electronic call and fire-alarm systems, and 24-hour telephone T : | = => 
answering. “The difference between a mediocre project and : 


ours," says James, "is about $200,000." ЖУ E UNA 


АРТ АЛДА il 


continued 


MAY 1967 95 


96 


GOOD MERCHANDISING [3 continued 


‘Our first interiors were more lavish than 
most buyers wanted—but they were exciting" 

And that's what Jamestown needed in the early months when 
buyers had to be won over to a new kind of ownership. Later 
on, buyers indicated they weren't vitally interested in extras 
like imported-marble vanity tops (right) and $275 doors. So 
now that Jamestown's reputation is established, options are 
being reduced to permit price cuts of $2,500 to $10,000 from 
the current price range of $26,000 to $38,000. 
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“We show a collection of features that buyers 
couldn't match їп a single-family house’ 
Jamestown’s three basic plans offer up to 2,100 sq. ft. and 
two or three levels, The two shown here—the largest and 
smallest—both have fireplaces, 2% baths and landscaped 
patios. Most buyers are in their early forties and up. 
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‘Brickwork is what makes Jamestown look like 
a community that will last forever’ 

In fact, its hand-laid streets probably will last forever—the 
paving brick was baked to order in a local kiln. James copied 
his town wall and its graceful gate posts from a 150-year-old 
wall he photographed in Philadelphia, And he insisted on 
authenticity to the point of 1) teaching masons how to rough- 
lay brick and 2) developing wall brick with a flake-off surface. 
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Classic elegance sells city dwellers 


IN 1967 
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new townhouses in a fine old neighborhood 


Cousins Properties Inc. loaded elegance 
into this 23-unit Atlanta condominium for 
two reasons. First, the neighbors—living 
in well-kept old townhouses dating back 
to 1905—would have resisted conventional 
new housing. Second, conventional designs 
would have suffered by comparison. 

As it happens, Cousins’ Westchester 
Square went over so well that it has 
sparked a general renovation of the stately 
older homes. Reason: The new townhouses 
offer much more than the older ones. 
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Outside, the houses emulate the Fed- 
eral architecture of their surroundings in 
every way. One example: leaded fanlights 
over entryways. Inside, they combine 
classic molding patterns with modern baths 
and kitchens in floor plans of up to 2,940 
sq. ft. And their up-to-date siting (plan 
below) provides unusual privacy and open 
space for in-city living. 

Prices are high, $53,000 to $75,000, but 
President Thomas Cousins expects to be 
sold out late this year. 


M *Our siting gives a feeling of privacy that 

\ \ you can’t find in most urban neighborhoods’ 

| Older townhouses face city streets, but Westchester Square 
looks inward to its own common green, All 23 units are 
reached by a private, dead-end drive (lower left) leading 
off one of the city streets that ring the 34-acre project. 
Residents are buffered from city traffic by a commonly 
owned perimeter strip of landscaping and walkways. Each 
house has a garage. 
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‘We sell distinction inside as well as out 
—no two houses have the same specs’ 


While each of the 23 units is based on one of three tri-level 
plans (left) and contains standard details like marble fire- 
places and 9" ceiling moldings, each plan is different. 
Cousins varies his two basic widths—18’ and 24’—by from 
4" to 6" and puts as many as three fireplaces in some of his 
plans. A minimum of two full baths is standard, and some 
larger plans have a wood-paneled library or "keeping room." 
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‘Backyard elegance is just as important as 
curbside elegance for our high-price buyers’ 

Cousins reasons that his class of buyer does more enter- 
taining than average. So he offers big rear courtyards, 
screened by 7'-high brick walls and accessible from both the 


living room balcony and the ground-floor recreation room. 
continued 
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Density is 40 families to the acre in 994- 
unit Woodlake Apartments, San Mateo, 
Calif. But there is no feeling of crowding in 
the projects spacious activities center 
(photo, above)—which combines a lake 
and swimming pool, community building, 
health spa and tennis courts—or in neigh- 
borhood courtyards, many with pools, 
scattered through the community. 

But developer Gerson Bakar doesn't 
want to attract “go-go” types. So he made 
his recreation area look tranquil and digni- 


A lively looking environment for adults 
helps rent a high-density apartment project 


fied. And because there are no juvenile play 
activities, the project doesn't attract families 
with school-age children. 

Woodlake has a full-time activities direc- 
tor and an eight-page monthly newspaper 
to keep tenants on top of all the social and 
recreation events that go on there. 

“Woodlake is known for its sense of re- 
sponsible fun," says Bakar. "I think that's 
why we built and completely rented 994 
units at a time when there were vacancies 
all over town." 


16 “We're big, but we have turned our bigness 


into an asset rather than a liability' 

The asset is an atmosphere of security, Woodlake's size makes 
it possible for management to afford a 24-hour security patrol 
and a full-time maintenance staff of professional plumbers, 
electricians and carpenters. “When our tenants have prob- 
lems,” says Bakar, “we don't have to send them independent 
mechanics who come when they feel like it and charge what- 
ever the traffic will bear.” Architects were Wurster, Bernardi 
& Emmons. Landscape architect: Lawrence Halprin. 
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Photos: Roger Sturdevant 
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“We're like a cruise ship, where activities 

make the trip either memorable or a total flop’ 
Woodlake's health spa (lobby below) is a big attraction, espe- 
cially for women; only bridge tourneys outrank it in popu- 
larity. And to keep tenants in touch with all the events that 
go on at the spa, Bakar installed a closed-circuit television 
system. In between televising community events, the system 
shows first-run movies twice a week. For tenants who want 
recreation closer to home, six neighborhood swimming pools 
(right) are built into interior courts. Says Bakar: "The key 
to our environment is our professional social director—an 
amateur could never make it work." 
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C these garden apartments in just 12 weeks 


In his original schedule, Donald Tarinelli, 
the project's builder and owner, allowed 
six months for full occupancy. Reason: 
His 70 units rent for from $175 to $380— 
definitely luxury rates in Fairfield, Conn. 

But the combination of good land, fine 
landscaping and exciting units (opposite) 
proved to have unexpectedly strong appeal. 
Newspaper ads brought in the first visitors, 
then word-of-mouth advertising became the 
decisive factor. 

"People weren't too impressed driving 
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A quiet, park-like atmosphere rented out 


by," says Tarinelli, “but when they came 
in and saw the park, they really jumped." 

Tarinelli expected his market to be older 
people—particularly those who had sold 
large houses and hence were used to high 
monthly payments. 

“So we stressed quietness and elegance,” 
he says. "We have a pool, but it’s tucked 
off in one corner of the property." But a 
surprising number of young families with 
children have àlso rented—most of them 
taking three-bedroom townhouses, 


‘One of our biggest promotion points was that 
every unit looked out onto parkland’ 

Most of the apartments and townhouses face a two-acre park 
in the center of the site. And the property abuts a municipal 
park, at right in the plan, so architects Landis Gores and 
Fielding Bowman were able to add an extra loop of townhouses 
and turn half of these units toward the town park. The proj- 
ect's 515-acre site is on leased land which, says builder Tari- 
nelli, made it possible to put more money into buildings and 
landscaping. 
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*These were the first atrium houses in the area, 
and they created lots of interest—and traffic’ 

Eight of these units are built along one side of the site, with 
bays facing the center park (above) and entrances and garages 
on the outer driveway (right). “We couldn't afford any more 
of them," says Tarinelli, "because even with rents up to $380, 
they aren't very profitable, But as promotional features, they 
more than paid their way." 
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‘Our models were so well decorated that design 
schools sent classes out to see them’ 

And more important, they carried out Tarinelli's theme that 
the project represents the last word in garden-apartment ele- 
gance. These photos show the interiors of the courthouse units. 
The living room (above) has a bay facing the center park; the 
bedroom (/eft) has glass doors that open into the atrium. 
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*The park environment put our single-floor 
apartments in a class by themselves’ 

When the project first opened, it faced competition with one 
garden apartment and two high-rise projects in the same 
general rent range. "We've long since rented out," says builder 
Tarinelli, “and they [the other projects] are still not full, 
One reason is that no one else offered as attractive a com- 
munity as ours. Another is that for rents of $175 to $220, 
people can live in our apartments and share in the prestige 
of a project with rents as high as $380." 


‘Our apartment units gave us the rental range 

to appeal to the entire market’ 

The apartment mix includes 16 one-bedroom units at $175; 
ten two-bedroom, one-bath units at $205; and ten two-bed- 
room, two-bath units at $220. They are rented primarily by 
working couples and older people; no children are permitted. 
"If we were starting all over again," says Tarinelli, "the only 
change we'd make would be to build fewer of the smallest 
units and more of the larger ones." 
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‘Townhouses gave us a crack at the market that 
wouldn't—or couldn't—buy a house" 

This market includes transferees (Fairfield is in New York 
City commuter territory) who anticipate another move in the 
near future, young couples with the income but not the capital 
to buy, and older couples who prefer a house to an apartment 
but don't want the bother of maintaining a house. Children 
are permitted in the townhouses, and the 25 units now house 
15 of them, ranging from babies to high-school teenagers. The 
photos above and at right show the townhouse parking and 
entrance area; the photo below shows units fronting on the 
center park area. 
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‘We built our rental townhouses because no one 
else in the area was offering them’ 

And, in fact, the demand was stronger than Tarinelli had 
anticipated. There are 18 two-bedroom models renting for 
$240 and 7 three-bedroom models at $280. “And,” says 
Tarinelli, “we found more demand for the bigger units." 
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Redesigned and completely upgraded models 
solve a problem that many builders face 


IN 1967 


The problem: how to sell against the used 
house. And in this case, Perl-Mack Homes 
of Denver had spawned its own competi- 
tion. Over the years, Perl-Mack had sold 
5,500 houses in its big Northglenn develop- 
ment; with 900 lots left, the company 
found that resales of these older houses 
were cutting into sales of new ones. 

“Our new models weren't different 
enough," says President Sam Primack. "So 
we did a complete upgrading job." Baths 
and Kitchens got special attention, with 


emphasis on better cabinetry. Carpeting 
was made a standard feature. And ex- 
teriors were changed, some floor plans en- 
larged and some new models added. 
"We made the biggest changes in the 
highest-priced models," says Primack, “Бе- 
cause we thought that more-sophisticated 
families would react most favorably." 
Result: more than 100 sales in two 
months—double Perl-Mack's previous rate 
—even though the changes, plus higher 
building costs, forced a rise in prices. 


‘Our new baths have the kind of elegance that 
makes buyers regard them as prestige rooms’ 
Perl-Mack's old baths (Jeff) were perfectly attractive, func- 


family that lives in the house," 


tional rooms; the new ones (below) benefit from a massive 
injection of glamour, “We didn't do this primarily for the 
says Sam Primack. "They 
will stop noticing it in a couple of weeks. But they like the 
idea of making a big impression on their guests." So the 
new baths have melamine vanity counters and backsplashes, 
wood-grained cabinets, lighting valances with natural-wood 
facias, and large mirrors that make the room seem bigger. 
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‘We used to have just plain kitchens. Our new 
ones are richer looking and better to work in' 
Primack considers the kitchen second only to the exterior 


of the house as a sales feature. Since the cabinets are the 
kitchen's most prominent feature, Primack changed from a 
good-quality, wood-faced line (left) to a high-styled, mela- 
mine-faced line (above and below). And since the kitchen 
is the most important work area in the house, Primack now 
offers top-of-the-line appliances as standard items, better light. 
ing (see next page) and higher-grade sheet-vinyl flooring. 


Photos 
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GOOD MERCHANDISING |7 continued 
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‘It’s very often the little extras that make 
prospects remember your models’ 

Sam Primack has found that one highly memorable extra is 
a self-rimming sink (right) with a spray attachment used in 
master baths. "It seems small," he says, "but when a prospect 
has trooped through a dozen pretty similar projects, an item 
like this can be the thing that makes all the difference." 
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‘Some features that seem purely functional are 
actually good merchandising tools for us’ 

Two examples are shown here. The dropped luminous ceiling 
above replaces single fixtures like the one at left; besides 
providing more-even working light, it makes a dramatic dis- 
play out of Perl-Mack's new kitchens. And wood-grained 
plastic wainscoting (bottom, right) not only offers an easy- 
to-clean surface in the breakfast nook but also makes the 
area look much bigger and more inviting than did plain 
painted walls (bottom, left). 
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‘The front door sets the tone for the house; 
it must be more than just a hole in the wall’ 
While Perl-Mack's old doors (above) were attractive, the new 
ones (right) are striking. Used as both singles and doubles, 
they have stained finishes covered with an epoxy sealer. 


Guy Burgess 


Guy Burgess 


‘We redesigned our models to get less of a 
project look and more of a neighborhood look' 
Perl-Mack's older models (small photos) were not appreciably 


different from what other Denver builders offer in the same 
price range. The new models are strikingly different, and all 
of them can be built with at least one alternate design. 


Guy Burgess 
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Up until April 1966, Luxury Homes was 
selling just over 100 houses a year in its 
Town & Country project in San Jose, Calif. 
Since then, despite a depressed market and 
price increases of almost 15%, sales have 
nudged the 300-house-a-year level. The 
difference, according to William Lyons, 
Luxury’s president, is almost entirely due 
to new kitchens. 

“A year ago,” says Lyons, “we decided 
to do over Town & Country. It had been 
open for three years, and we’ve found that 


соор mercHanoısıncs Remodeled models with exciting new kitchens 
tripled sales in the face of a slow market 


after that long any project begins to go 
stale.” The project got a new name (The 
Oaks), one new higher-priced model 
($24,800 vs. a previous top of $17,950), 
and a remodeling job for four other 
models. In particular, kitchens were opened 
up to the outdoors. 

Results were immediate. Traffic shot 
up, and sales shot up even faster. 

“We've had to do very little advertising,” 
says Lyons. “The bulk of our traffic is 
pulled by word of mouth.” 


‘We gave our models a complete face-lifting, 

but it was the kitchens that boosted sales’ 

It cost Luxury Homes about $8,000 to give this model a 
new shake roof, extensive relandscaping and a remodeled 
and freshened-up interior. “Only $1,000 of this went into 
the kitchen,” says Lyons, “but it's the best $1,000 we ever 


kitchen cabinets.” 
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spent." Most-expensive items were the 
windows with gold-anodized frames: 
minum, but the gold looks much better with our new white 


sliding aluminum 


“We tried plain alu- 
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*Opening up our kitchens gave us a chance to 
merchandise our good-looking land" 

Luxury's older models did have a sliding glass door in or 
near the kitchen. But the new kitchens have the glass door 
plus counter-height windows all along the exterior wall, so 
the kitchen seems to be part of the outdoors. This is a lower- 
priced model ($21,000), and it has cabinets with a natural- 


wood rather than a white finish. 


‘The new kitchens gave us the chance to jump 
into a much higher price range’ 

At $24,800, this model is almost $7,000 higher than the most 
expensive of Luxury's older houses, "When you start edging 
up into this range," says Lyons, "buyers become more sophis- 
ticated and more demanding. We felt that the new kitchens 
were a strong enough feature to justify the higher price." 
Buyers felt so, too. This model has become the project's show 
house (the patio pool pictured at left is a $2,000 extra) and 
one of its best sellers. 
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What makes people buy or rent new housing? 


C ЧҮЙ 


New-house sales and new-apartment rentals have 
long suffered from the assumption that the market 
is limited by the need for shelter—in other words, by 
the number of new family formations plus the num- 
ber of dwelling units demolished. Because of this as- 
sumption, housing's share of disposable income has 
been shrinking. 

Other consumer industries have known for years 
that desires can be created which have no relation to 
actual needs. The men who sell automobiles, enter- 
tainment and travel base their sales goals not on how 
many people need their output but on how much de- 
sire they can create to own that car, see that movie, 


It was concern over housing's shrinking share of 
discretionary dollars—plus a desire to learn the basic 
reasons behind people's buying decisions—that 
brought about this Round Table in Dallas. HOUSE & 
НОМЕ invited 37 housing-industry leaders and mar- 
keting experts, not only housing sales consultants, but 
also several from other industries (and even one who 
played a leading role in that landmark marketing 
success, the Ford Mustang). 

For two days these men explored the buyer moti- 
vations that housing must learn to exploit, as well as 
the barriers—real and imagined—that limit the in- 
dustry's potential. 


take that trip. 
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It’s a lot easier to identify buyer attitudes 
than it is to turn them into decisions to buy 


Knowing people's motivations is only a first step. For example, 
people will tell you they are impressed by brand-name products 
in a house or by an exclusive neighborhood. But you can't count 
on brand names or a posh location if there are basic weaknesses 


in the house itself. 


Photos: Kincaid Photo 


Dave Stone: Recently we com- 
pleted a market study to identify 
the basic motivational factors 
that must be satisfied in the de- 
sign and development of condo- 
minium or townhouse projects. 

We concluded that privacy is 
high on the list of things that mo- 
tivate buyers to select one project 
over another. Today's buyers 
have so little privacy in their 
other environments that the home 
has become their last place of 
refuge. Another major factor is 
convenience. This, we found, is 
relative to the buyer's past ex- 
perience. For one who had been 
living in a 1,000-sq.-ft. box with 
only one bath, convenience might 
be just having another bath. Also, 
location as related to employ- 
ment, shopping and other facili- 
ties is usually important. 

A third factor that emerged 
from our study is an intangible 
called romance. The environment 
must have elements of drama, ex- 
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citement and interest for the 
buyer: large double entry doors, 
an owner's suite that looks like 
the wing of a palace or a garden 
kitchen that captures the out- 
doors and makes it part of the 
interior environment. 

Then we discovered another 
vital motivation that has often 
been overlooked: identity. Each 
of us struggles to retain his per- 
sonal identity in this world of 
numbers and cubicles. No one 
wants to be just a rubber-stamp 
copy of his neighbor. In compar- 
ing townhouse projects that suc- 
ceeded with those that failed, 
identity played a major role. 

Finally, we found that the se- 
curity factor provided an under- 
lying motivational response. 
Where they are not given a feel- 
ing of protected investments and 
environmental safety, people re- 
sist making the decision to buy. 


Norman Young: When I see 
studies with terminology like pri- 
vacy, convenience, romance, iden- 
tity and security, a question 
arises: “How practical are stud- 
ies such as these?” We went 
through our competitive ad files 
for years back and didn’t find any 
ad that couldn’t fit one or another 
of these categories. In other 
words, this is nothing new. 


The highpoints of their discussion start below. 


What we have to know is how 
to weight these terms. Which 
rates 20%, which 60%, which 
only 5%? If you know that, you 
can decide, “Let’s hit this 65% 
of the time because it’s the most 
important.” But I have never seen 
a study which answers that ques- 
tion. 

Then you have to decide what 
to do with your findings. Privacy 
you can promote. A good copy- 
writer can take privacy and con- 
venience and turn them into 
something that sells. The fact that 
the attitude exists is not nearly so 
important as the copy. But where 
do you place this ad to sell the 
potential customer? And how 
many times should you hit the 
public? Once a week? Twice a 
week? And with how big an ad? 

No new factor in marketing 
has come along in the last 20 
years. Different names, yes, dif- 
ferent categories and maybe dif- 
ferent hierarchies. But what's 
needed is skill in the use of the 
buyer's desires—not only in their 
identification. 


Norman Ward: We've seen two 
motivational studies recently. In 
one, culture and prestige were 
listed as primary influential items, 
and privacy and convenience 
were rated very low. In the 
other, privacy and individual con- 
venience were given great im- 
portance. People's motivations 
change. As their income goes up, 
so does their desire for luxury. 


Motivational studies are of little 
importance unless you know 
what particular group you're try- 
ing to reach. This failure to group 
people in age and income brack- 
ets makes most motivational stud- 
ies unbelievable. 


Joe Howell: When it comes to 
young buyers, the college gradu- 
ates are skeptical of gimmicks 
and look beneath the surface of 
anything you try to tell them. 
They’re skeptical of anything told 
them by anyone older than they 
are. I think your advertising will 
have to be factual and truthful if 
you want to reach them. 

Young people want something 
traditional but also something 
that makes a house individual. 
And don’t forget that young 
families in this generation know 
they are going to move within 
the next three or four years, so 
they want to be pretty sure that 
they'll be able to sell their houses. 
If you can't prove they can re- 
sell, they won't be interested in 
buying in the first place. 


Fred Kemp: About a year and 
a half ago our salesmen analyzed 
their buyers. One type repre- 
sented 41% of our buyers: a 
conformist who was approxi- 
mately 32 years of age and had 
an $11,000 income. But most 
significantly, he was very unsure 
of himself and was seeking status 
and prestige. He usually had re- 
ceived a lot of help from his 
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ROUND TABLE continued 


parents and, as a result, lacked 
many strong convictions of his 
own. 

In another category was the 
50-year-old man who had been 
living in an apartment and was 
afraid to make a change because 
of all it implied. 


John Parker: I'd like to know 
how the auto companies motivate 
people to spend their discretion- 
ary income on a '67 Ford. 


Seymour Marshak: We deal 
with cars year in and year out. 
Some years we do very well, and 
some years we do very poorly. 
It's not just the advertising. We 
can have the hottest campaign 
in the world and fall apart if the 
product isn't right. So we are 
very heavy in market research, 
from the standpoint of determin- 
ing motivation and measuring cre- 
ative application—not just in ad- 
vertising but also in product. 

Our Mustang is a typical ex- 
ample. We saw an opportunity, 
an open segment in the market, 
and found out what that particu- 
lar segment wanted in the way 
of a car and what this car would 
have to have in the way of ap- 
peal. Finally, we came out with 
a car that we thought would be 
highly successful, and we were 
right. 

Currently, we are doing the 
same type of analysis for our 
‘69 models. We go out and talk 
to the buyers of our cars, be- 
cause the man who buys the 
car today is, we hape, the guy 
who is going to buy another one 
from us in three years. We ask 
him what he likes about his car, 
what he dislikes and what he 
would like to have in his next 
one. 


Bob Carey: We must keep in 
mind that the same genius that 
created the Mustang also created 
the Edsel. 


Marshak: We all learn from 
our mistakes. And although it 
was a very costly lesson, we 
learned it very well. 


Ward: What effect does con- 
sumer advertising of building 
products have in motivating peo- 
ple to buy new houses? Many of 
you have made the statement 
that the builder is the product 
decider in 80% of the houses 
built and that consumer adver- 
tising of building products has 
very little effect оп new-house 
buying. 


Carey: I have never yet seen 
anyone buy a house because of 
a particular appliance. It might 
have been an influencing factor, 
but the floor plan, the subdivi- 
sion, the romance, the privacy 
and the other things make the 
difference. 


Bruce Blietz: Most buyers, no 
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matter what price range they're 
in, can't tell whether they're 
looking at a top- or middle-qual- 
ity item. Maybe they can if it's a 
very bottom item. Furthermore, 
about 80% or 9096 of the cost 
of a house is in areas they can't 
see. Products that may help 
stimulate people to buy a new 
home represent a very small per- 
centage of the dollars we put 
into the house. 


Young: To my knowledge, we 
never had a purchaser buy or 
not buy because of a brand that 
we had. Remember, all our 
brands are nationally recognized. 
The name of a single product 
is meaningless, because a buyer 
agrees to a total house. How- 
ever, I like to keep probability 
on my side; so while a single 
item might not move an indi- 
vidual, the combination of many 
elements might. Name brands 
breed confidence. This is one of 
the reasons we buy name brands. 
Where the price margin is very 
close, we'll take the name that 
breeds confidence just to keep 
probability on our side. 


Carey: The importance of con- 
sumer advertising is measurable 
in the marketplace only as it 
helps the builder. There are cer- 
tain products that we insist on 
in our developments, because we 
want to lean on their advertising 
in our own advertising. But if 
you [manufacturers] try to sell 
only to the consumer, and not to 
the industry, your advertising is 
being wasted. 


Blietz: We sell on the basis 
that you [the homebuyer] are 
buying a Blietz home; you know 
the background and the reputa- 
tion of our company, and natu- 
rally you expect to find brand 
names in our housing. 


Nelson Foote: Our salesmen 
tell me that the value of the GE 
brand is often discounted by the 
builder when he's actually buy- 
ing the appliance. We still have 
to meet everyone else's price. 
Preference is one of those little 
fictions that get tossed around. 


Morgan Earnest: First in im- 
portance to builders selecting a 
product is the manufacturer's 
ability to deliver it on time, and 
then to service it after it is in- 
stalled. 


Clark Rector: Most manufac- 
turers refuse to look at builders 
as part of their retail organiza- 
tion, but we are their retailers. 
We buy what we can resell at a 
profit. 


Bob Stephan: We know less 
about our particular industry than 
a great many manufacturers do 
about their respective industries. 
Certainly, we know less about 
what motivates the builder to 
buy from us than about what 
motivates the homebuyer to buy 
from the builder. 


Stan Edge: We continually 
send questionnaires to people 
who have lived in new homes for 
24 months or less. Yet there's 
one thing wrong with this type 
of research: It's like asking peo- 
ple if they wanted power steer- 
ing before anybody had invented 
it Homebuyers have attitudes 
and opinions that you can pin 
down before they go out to buy 
a house. But they go through a 
series of outside influences that 
change their minds. 


Stone: It's fairly easy to get in- 
formation from the people 
you've sold to. But if you're only 
selling one segment of the mar- 
ket, you're only researching that 
segment, and you don't know 
what you are missing. So this 
really doesn't solve the problem. 


Jim Gallagher: Some builders 
say they would rather know why 
a prospect didn't buy their house. 


Young: Non-buyer studies are 
among the most difficult studies 
to make. What you have to do 
is match every factor. Namely, 
you have to go and find some- 
body who bought a home in your 
price range near your location 
and who was exposed to your 
homes: before he made his de- 
cision to buy. To do that kind of 
matching requires that you go 
into your own contact cards with 
your salesmen and follow up the 
non-buyers of at least the last 
six or eight months. We have 
found that we can match only a 
minute fraction of cards—and 
this makes it very difficult to 
get any kind of projectable data. 

Nevertheless, we interview peo- 
ple who moved into competitors' 


houses as well as our own buy- 
ers. They don't know that it's 
our company interviewing them. 
This helps us determine whether 
there is greater satisfaction with 
our competition. 

I want research on what peo- 
ple remember when they go into 
model homes. What do people 
talk about after they have seen 
our models? What is most impor- 
tant? Some very small but signifi- 
cant "flash-value" elements may 
move a customer. 


Stone: One of the problems 
with research is that we tend to 
generalize to our own detriment. 
We found that people who come 
to California do not want to live 
as they did in the East. We built 
two-story homes designed for 
transferees from New York, and 
everybody said, "No, I have been 
living in one of those. I want to 
live like Californians.” We sold 
the two-story homes to Califor- 
nians who had lived in ranch-style 
homes all their lives. 


Marshak: The skepticism that a 
lot of you have about research is 
very understandable. However, 
let me assure you that there is an 
art to this business. 

Somebody said that he had his 
salesmen analyze people who buy. 
Well, the salesman is not a re- 
searcher. He only hears what he 
wants to hear. And as a rule, he 
has prejudices, so you get results 
that sometimes reflect his preju- 
dices. 

Norman [Young] gave a good 
outline of the research Levitt 
does. We have a line of research 
in the car market that is very 
much like his. We carry on re- 
search from the period of initial 
motivation to buy a car. At that 
time we are trying to get at and 
to understand the buyer's moti- 
vations and what underlies them. 
We have to look at people's atti- 
tudes toward our cars and our 
competitors’ cars, because their 
attitudes are really expectations. 
We must look at people's experi- 
ences with our cars and competi- 
tive cars, because these experi- 
ences shape their attitudes and 
beliefs. So, we look at the buyer 
after three, 12, 24 and 36 months 
of ownership to find out what we 
did right and what we did wrong. 


Bill Lyon: It's very difficult to 
find out what moved a man to 
buy. You may find the real rea- 
son he moved is that he hates his 
mother-in-law. All kinds of cata- 
lytic agents make people do 
things. 
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There is no such thing as a typical buyer, 
only sub-groups with different wants and needs 
The very young and the very old are increasingly important mar- 
kets for housing, but too many builders assume that the only buyers 
worth cultivating are those in the 30-to-45 age group. We must 
pinpoint the needs of all age and income groups and create housing 
and environment that fit those varying needs. 


Bob Wood: We don’t influence 
motivations, but we can capitalize 
on them. For instance, as people 
grow older, they become disen- 
chanted with many chores con- 
nected with the single-family de- 
tached house. Today it's the 
recognition of these motivations 
that gives us our market oppor- 
tunities. We're going to capitalize 
on our customers’ desires for 
recreation, leisure and owner- 
ship. Heretofore our success in 
upgrading has been dependent 
upon the ability to release equity 
that is now locked in. If the 
younger generation has no desire 
for yesterday’s housing and wants 
new design and land plans, we 
may be facing a crisis that we 
are not prepared to meet. What 
is going to happen to the value 
of existing homes if they are not 
as attractive to tomorrow’s 
buyers? 


Young: The proportion between 
the multifamily and single-family 
markets is more involved than 
just the demographic characteris- 
tics. The very fact that land cost 
has skyrocketed to the point 
where you cannot locate single- 
family homes within an hour of 
a metropolis is militating against 
single-family. Therefore, you can 
predict pretty surely a growth in 
multifamily housing. 


Stricker: There are more than 
2,400 towns and cities of 10,000 
people or more. Land may be 
skyrocketing in 50 or 75 of them, 
but we do business in 125 others 
where this isn't true. And we 
don't think it's true in all the 
other 2,250. Good land at reason- 
able prices walks in the doors of 
most responsible building com- 
panies. 


Blietz: Га like to emphasize 
that we do not have to sell the 
concept of home ownership or 
sell the concept of the tenant. 
But I do think that through re- 
search and proper orientation, 
we can capitalize on markets to 
a greater extent than we are. A 
few years ago you never heard of 
the "senior citizen", and yet we 
have been able to cater to that 
particular market. This younger 
generation is coming up with a 
very skeptical mind, and it's our 
job as builders to try to interpret 
their specific desires and then to 
satisfy them. 
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Bob Carithers: At Rossmoor 
Leisure World we have learned 
a lot about multifamily housing 
for the elderly. Our units are co- 
operatives built under ЕНА 213. 
We are looking to the people who 
almost always have owned one 
home and in most cases have 
owned three or more. They feel 
they know all about housing. They 
know how a home should be con- 
structed, what to look for and the 
questions to ask. These buyers are 
economically successful. They 
have been planning well for later 
years. 

We also asked a science insti- 
tute to do a study for us on what 
made people buy in Leisure 
World, and we came up with 
some interesting results. АП the 
reasons given in the initial re- 
marks about privacy, conveni- 
ence, identity and security showed 
up but in a little different order. 

Forty-seven per cent said their 
main reason for buying a house 
was that they felt it was the best 
all-around buy they had come 
across. And they meant not only 
the quality of the living unit but 
also the program of services and 
the environment. Our buyers are 
more concerned about a monthly 
payment than with the down 
payment or the total cost of the 
housing unit. 

Security is a big item—not 
only in the physical sense but 
also in being assured a good re- 
sale market. Women are at- 
tracted by the fact that they can 
walk outside, take one of the 
community buses and do any- 
thing they want without the fear 
of personal attack. 

This puts a much greater re- 
sponsibility on the salesman. In 
addition to intelligence and the 
ability to sell, probably the great- 
est assets he can have are a few 
grey hairs and an appearance 
that will instill confidence. Buyers 
don't want to really be classified 
in the "senior citizen" category, 
so we avoid that in any sales 
program. We are going to em- 


phasize the fact that this is a 
very desirable suburban coun- 
try-club type of community in 
which to live rather than a place 
to retire. That will change our 
community facilities, particularly 
the recreational and educational 
programs. 


Gallagher: Suppose your com- 
munity included a whole range 
of age groups rather than just 
older people? Do you think it 
would be a plus or minus eco- 
nomically for you? 


Carithers: In reshaping our 
approach, we are broadening the 
age groups we will include, but 
Rossmoor will still be an adult 
community—children will have 
completed high school and be in 
college. 


Gallagher: If you had no age 
restrictions, do you think you 
would lose some older buyers 
who don't want children around 
or gain some buyers who pres- 
ently can't get into the com- 
munity? 


Carithers: That happens to be 
the biggest obstacle to changing 
our approach. Some of the pres- 
ent residents are very leery of 
opening the community because 
they now are with people of their 
own age. And all we're really 
talking about are people who 
are in their forties and fifties. 


Stricker: If the buildings and 
land plan provide for personal 
privacy when it's desired, we 
don't think it makes any differ- 
ence. 


Wood: We have had some ex- 
perience with this on a small 
scale. Salt Lake City had a highly 
successful movement into condo- 
miniums and multifamily hous- 
ing that completely eliminated 
any children under 12 years of 
age. After three years we realized 
that a number of families with 
children under 12 would also en- 
joy this type of living, so we set 
out to reach that market and 
satisfy its desires. We tailored 
our units to families with chil- 


dren by offering space equivalent 
to what they would have in a 
single-family detached home. We 
met with reasonable success but 
have slowly converted to semi- 
retirement. The community is 
essentially now a semi-retired 
community and these different 
age groups are living in complete 
harmony. 


Foote: All over the U.S. the 
most obvious difference among 
customers is between those with 
children and those without them. 
I think it’s news of the greatest 
interest—and seems to me pre- 
eminently correct—that Cortese 
is moving away from anybody 
above 52 and thinking in terms 
of couples who are childless or 
whose children have grown up 
and moved away. They, too, have 
a different way of looking at 
things than families with chil- 
dren. An enormous group of 
people fall into this category. 
Many of these people also want 
a two-bedroom house, because 
it’s an inducement for their chil- 
dren to come back and visit. 


Blietz: We might best direct our 
attention to what I would call 
the selectivity of the small mar- 
ket groups. There is really not 
just one market, but a series of 
many markets. The important 
thing for any builder is to pin- 
point the specific fragments of 
the market that he can go after. 
Our whole company is oriented 
toward small pieces of a total 
housing market. One of the rea- 
sons many very small builders 
are successful is that they are 
close to the small market they 
appeal to. 


Herman Sarkowsky: The all- 
American game today is not how 
much people can spend on hous- 
ing but how little. There are 
many things to do today that 
were not available to our parents, 
and the discretionary dollar has 
to cover more bases. The real 
battle today is to try to find the 
type of living units that will serve 
people who don’t choose to make 
their house their establishment. 
We're not going to fight the battle 
of the decreasing housing dollar. 
We are going to join in the phi- 
losophy of the young which, I 
think, is here to stay. We should 
change our thinking and try to 
get people to spend the dollars 
available for housing on more 
livable units. 


Dave Fox: We both individually 
and as a group look at the hous- 
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ing industry through horse-and- 
buggy eyes and not in terms of 
the contemporary mores of this 
country. The way our financing 
is set up makes it very difficult 
for anybody to spend more 
money on housing. We have 
oversold the investment value of 
a house. We've got to attack the 
fact that equity is a hindrance to 
our industry and to our buyers. 
We're always talking about build- 
ing equity in a house, but it 
doesn't really meet the needs of 
this very mobile economy—not 
only in terms of people moving 
but in terms of the incomes that 
people have today. We must 
recognize that these are mobile 
people who don't have roots. 
Roots are the least important 
thing on our kids' minds. 


Stricker: The house has to "do 
things"—offer luxury їп the 
dressing area, supply the right 
setting for the cocktail hour, 
provide simplicity and conveni- 
ence for creating elegant meals. 


The house must have flexibility 
for decor that will reflect a 
family's personal taste. 


Earnest: We are selling to peo- 
ple who know what they want 
and, if we can find out what they 
want, we can provide them with 
it. I'm convinced most of them 
want more than they can afford. 


Edge: We've got a lot of other 
problems. One is the struggle for 
individuality. There is no such 
thing as an average person, and 
you cannot go out and build a 
perfect house and say this will 
be the house for all people. You 
can't even say this is the house 
for all people between 30 and 40 
years of age. Everybody's got a 
different idea of what he wants. 
There's no such thing today as a 
Chevrolet; it’s a whole series of 
automobiles. It's а manufactur- 
ing system, and this is the kind 
of sophistication that we have 
never developed and will have to 
develop very shortly. 


S 


When the house and its environment spell *excite- 
ment', people will buy; without it, they won't 
Many builders are using new concepts of land planning, recreation 
and community facilities to create that excitement, but holding to 
the familiar in the houses themselves. Small builders want to learn 
how they can incorporate such amenities when their building lots 
are only part of already-platted subdivisions. 


Bud Oglesby: Housing faces 
two interesting competitors for 
the consumer’s dollar. One is the 
auto industry. Too much of peo- 
ple’s budgets is spent on personal 
transportation because they don't 
have much choice. The suburban 
family needs two cars. The sec- 
ond competitor is all the indus- 
tries that sell escape—travel, al- 
cohol, TV, movies or whatever; 
in short, the things people want 
becayse they don’t like the lives 
they’re living. If housing could 
capture some of that money, it 
wouldn’t have any problem. The 
way neighborhoods are laid out 
today leads to the need for es- 
cape. When you figure out where 
the home and the neighborhood 
are failing to satisfy people’s 
needs, I think you'll get your 
share of their income. 


Clovis Heimsath: How can we 
create excitement? What can be 
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done realistically? We're talking 
about comprehensive design 
rather than design of a particular 
house. External environment can 
be molded rather than just hap- 
pen. There should be spatial di- 
versity and gardens, fountains or 
play areas—places to come to- 
gether. Some of this is accom- 
plished when we build houses 
around golf courses. But we're 
not providing enough excitement 
inside the house. Skylights are one 
of the most exciting new possi- 
bilities in home design. They cost 
only about $35 and completely 
change the interior feeling of a 
room. Both interior and exterior 
vistas should be controlled. 


Sarkowsky: What would have 
happened if Reston had sold 
Levitt houses in a Reston setting? 


Young: We would have sold one 
thousand homes a year. There's 
а demand for our type of housing. 
It's basic. Over the past six years 
we have sold 6,000 in our first 
Washington development, and we 
hope to soon reach 2,000 a year. 


Sarkowsky: I pose the question 
because in the past year we have 
created two golf-course communi- 
ties but now plan to build the 


same houses in a different kind of 
setting. We do not propose to 
change the type of house we feel 
the buyer wants, but we will 
change the environment if we 
can do that at a nominal cost— 
maybe $1,000 on a $25,000 house. 
I feel there should be encourage- 
ment of the planned development 
and the concept of green vistas 
and walking areas without com- 
bining them with housing that 
people are not willing to accept. 


Young: Let me respond to that, 
too. Levitt is not new to com- 
munity concepts. We have built 
churches, schools, swimming 
pools and walkways. In Willing- 
boro, N.J., formerly Levittown, 
things were going pretty bad. We 
were selling about 250 houses a 
year. We changed the name to 
Willingboro; we named two com- 
munities Country Club Ridge and 
Garfield Park; and we built a 
magnificent golf course designed 
by Robert Trent Jones. Sales have 
now risen to 900 homes a year. 


Lloyd Clarke: Iowa has few 
lakes, so when I decided to build 
a new town, the first totally 
planned community in the state, 
I built a 200-acre lake in the 
middle of a thousand acres of 
land. 


Young: Reston—again, I want 
to get back to this point: People 
aren't rejecting the environment; 
people are rejecting the house and 
the prices. People won't buy the 
houses even though the environ- 
ment is ideal. What profit is there 
in an Eden that people can't 
afford to get into? 


Foote: The builder's fear of to- 
morrow's market can get polar- 
ized between the old notions of 
a detached house on one hand 
and a high rise on the other. 
Maybe the solution lies in be- 
tween. You have a whole palette 
of possibilities. 


Stone: Most builders build 50 
homes or less a year and their 
problem is living with the envi- 
ronment that exists. How do we 
design and sell a house in a sub- 
division that already exists? That's 
our immediate problem. How can 
we create an environment in the 
home that specifically motivates 
people to buy? 

Buyers do not know what they 
want. They give specifications of 
the things they believe they should 
ask for. We have to be smart 
enough to go beneath the surface 
and find out what motivates them 


now to do what otherwise they 
would postpone. They might walk 
through a house that meets all 
their specifications, the right area 
at the right price, but not like it. 
And they don't know why. They 
may tell you it's got the wrong 
appliances, but that isn't the rea- 
son. When they walk into a house 
they like, they get a feeling of 
excitement, and the motivation 
is triggered. This is what we want. 


Young: When you design a con- 
temporary house for the mass 
market, you're designing a loser. 
This is a matter of experience. 
There is no contemporary house 
accepted by the masses, no mat- 
ter how it's put together. Because 
houses have certain levels of simi- 
larity, we have found that it ends 
up as a matter of promotion: 
how and what you say about the 
things that are different, what 
amenities you promote. Some- 
times a difference comes down to 
something you can call “flash” 
value. There are a lot of minutia 
that may be used to promote sales 
as opposed to the major elements 
that appear customarily in every 
house. 


Heimsath: Each generation 
learns moods which are different 
from those of its parents. If ar- 
chitecture echoes these moods, it 
gives pleasure and is successful. 
In housing you can't see this very 
well, but in restaurants, for ex- 
ample, you surely can. Today's 
young person wants something 
contemporary and also something 
traditional. We have to give him 
both at the same time. 


Young: We in our company 
have a prototype program where 
we build a dozen or so new 
homes commissioned from archi- 
tects. Among them are contem- 
porary homes, modern homes and 
so on. We lay them out as they'll 
be laid out when we sell them— 
similar to a model area, but more 
similar to the way the customer 
would live in them. We know 
that economics don't permit us 
to put them on an acre; we put 
them on a %-acre or less. If cus- 
tomers reject what we term the 
modern house, it is due to their 
taste, and customers do reject 
them. We don't want to lead cus- 
tomers—we want them to lead 
us. If we tried to convince cus- 
tomers to buy modern homes, 
we'd go broke. 


Steve Majko: The 
thing is value. What does the 
product mean to the consumer in 
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terms of value? The buyer in to- 
day's market is doing a lot of 
shopping, and if your product has 
more value than your competi- 
tor's, he is going to be prepared 
to forfeit some of these other 
points. 


Lyon: I want to find out how 
you get people to think about do- 
ing anything about where they're 
living, whether it's with a rela- 
tive, in an apartment or whatever. 
Our problem is the family that is 
content with less in the way of 
housing than it should have. 


Ed Isakson: We're going to 
have to include more conveni- 
ence. The woman is looking for 
convenience around the kitchen, 
in the family room, and in her 
outdoor living. In just a few 
years, we will be building houses 
without formal dining rooms and 
formal guest rooms, because peo- 
ple are having out-of-town guests 
stay in motels and then come 
over for dinner in the evening. 
Automobiles have wide doors, 
but builders are still providing 8' 
driveways and a carport or ga- 
rage where you can't get in and 
out of the automobile. 


Sarkowsky: Buyers compromise 
when they purchase. We must 
make that compromise easy for 
them. We have to convey the 
idea that what they can actually 
buy for $25,000 is a compromise 
they can live with. 


Walter Carrington: Half the 
people in the U.S. are under 
25 years old. These people want 
something now. They don't want 
to wait till later. 


Howell: Yesterday I picked ten 
college seniors from five different 
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areas and asked them what they 
would look for in a house. They 
all said they would like a wood- 
burning fireplace. Somewhere in 
the house they want this tie to 
tradition—in the family room or 
in any place where they can 
gather. I think this says some- 
thing. 


Heimsath: If we face it, there 
are contemporary ways of giving 
the person the roots he needs, 
and I agree he needs roots. I 
would like to ask you about four 
or five ideas in housing that peo- 
ple have mentioned to me. How 
long do you think it will be 
before these ideas gain some ac- 
ceptance? First, if all the bed- 
rooms were really different in 
every way, not just in dimensions. 
Second, I find very bad reception 
of the 8' ceiling, particularly in 
living spaces. How expensive is 
it to go to a 9' ceiling at least 
in some of the rooms? Third, 
what do you feel is the next 
move in planning the family 
and living rooms? Finally, what 
acceptance have you builders 
found of the automobile entrance 
court or the U-shaped driveway? 


Edge: We think the kitchen is 
going to have more dry storage 
and more frozen food storage. 
We're going to have an eating 
place in the kitchen that looks 
as nice as the present dining 
room. We're going to have chil- 
dren's suites, and a suite where 
Dad works on his income tax 
and watches television. Because 
we may have four generations in- 
side the house, we have to have 
a convertible family and enter- 
tainment area. 

Two-story houses are here to 
stay and are acceptable to the 
American public. You can sound 
condition a two-story house. Ex- 
terior design is going in two 
directions: either to authentic 
traditional or to good contem- 
porary. The bathroom is going 
to be a big and personal and func- 
tional room with many times as 
much storage as it has now. This 
is still a fashion area. People 
spend more money per square 
foot decorating the bathroom 
than any room in the house. 


Majko: We're talking about a 
certain kind of family that is only 
a part of our market. I can en- 
vision it. This couple is between 
35 and 45, and the children aren't 
much younger than nine or ten. 
The very things we are describing 
may not be attractive to a couple 
that is 25 or 55. 


TUER NAM 


Referrals are the surest source of sales, but 
only from satisfied owners will you get them 


And you won't have satisfied owners unless you have efficient, 
meaningful service policies. But builders and manufacturers have 
not always worked out a proper division of responsibility to get 
things fixed fast and satisfactorily when they go wrong in the new 
house or apartment. 


Carrington: What can I do to 
follow my competitor's sales so 
that five years later ГЇЇ be selling 
his buyers their next house? 


Jim Nuckolls: We have done it, 
because our competitor does not 
give proper service. When our 
buyers visit families in houses 
we did not build, they say, 
"Don't let Joe Blow build your 
next house, go to Jim Nuckolls." 
Service, that's one thing you can 
offer right now. 


e 


Pede Worth: It gives me cold 
chills when I see builders who 
have the idea that referral busi- 
ness is not important to them. 
This usually means they have a 
poor or non-existent service pro- 
gram. There is a tremendous 
amount of movement within a 
given geographic area, even 
among people who have their 
roots down. They are continu- 
ously moving up. The builder 
who does not do a super job of 
taking care of his buyers can 
suddenly be out of business in 
that particular market. 


Lyon: I'd like to ask the re- 
searchers if there really is a big 
referral part of our business. 


Young: Our referral rate seems 
to be uniform in our older areas 
—about 50%, and this is about 
30% better than our competi- 
tors. We want to make sure we 
continually give the customers 
whatever has maintained this re- 
ferral rate. Levitt is not a hit- 
and-run operator; we build all 
the time; our name never disap- 
pears from the picture. There- 
fore, we have to provide continu- 
ing service. Many others don't, 
although they should. 


Nuckolls: We agree that refer- 
rals are one way to continuously 
increase sales. We require the 
salesman who made the deal to 
follow through—not on moving 
day—but 30 days after the buyer 
moves in. The salesman calls and 
asks to come by for a cup of 
coffee, and without exception 
there is a friend present at that 
meeting. So we meet the new 
prospect and make an appoint- 
ment. We call that "the $25,000 
coffee break." 


Foote: A lot of other factors 
affect customer satisfaction. The 
post-purchase experience of the 
user is becoming a bigger and 
bigger factor, and that is some- 
thing that isn't just controlled by 
product design. Design will help 
avert service problems, but you 
can't avoid them entirely, espe- 
cially in mechanical equipment. 
Builders and manufacturers alike 
have a service problem, and 
more and more it affects the 
buyer's next purchase. The cumu- 
lative reinforcement of attitude 
toward a builder affects whether 
they buy that man's product 
again. 


Carey: A good service policy 
should be part of the builder's 
entire presentation to the public. 
It should let people know ex- 
actly what degree and level of 
service they can expect. Why do 
nine times as many people buy 
used houses as new houses? Part 
of the answer to that question 
is service. 

Id like to blast one at the 
major manufacturers. If a builder 
with a good service policy is re- 
lying on your service policy and 
the oven door falls off, the first 
thing the homebuyer always says 
is, "No wonder it fell off. The 
damned builder put it on wrong." 
I think the manufacturers could 
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train their people to understand 
that the builder isn't always 
wrong. And even if he is wrong, 
for God's sake, don't tell the 
homeowner this. 


Kemp: In St. Louis we prepared 
a list of non-warrantable items, 
and when the local HBA gets a 
complaint now, it mails out the 
list. We also mail many of these 
lists to the Better Business Bu- 
reau, and there has been an 
overnight change in the builder's 
image. 


Blietz: In spite of our efforts in 
the service and warranty end, 
we have been having a difficult 
time getting the same type of 
back-up from the manufacturer. 
We have a hard time finding out 
what they really will do or won't 
do. It would be very helpful if 
we could have the service-war- 
ranty procedures and policies 
supplied by each of the manu- 
facturers in a form that the 
builder could use as part of his 
marketing package. This would 
help the builder, manufacturer 
and homebuyer understand what 
each can expect from the others 
in the way of guarantees. 


Fred Barnet: It’s nice to be 
among frustrated people, be- 
cause I feel frustrated, too. We 
[Floataway Door] only make one 
product—probably the simplest 
product you can make, almost 
an idiot product—yet we get all 
kinds of complaints. I just got a 
complaint in Chicago and had to 
fly up there. Our product has 
one little nut with a piece of 
paper on it that says, "Tighten 
me up or you'll be back." The 
builder hadn't touched it. I got a 
dime—I didn’t have a screw 
driver—and tightened it up. How 
do we manufacturers get our 
story across? 


Nick Maczkov: Our greatest 
problems occur when a builder 
installs our fixtures with some- 
one else's brass fittings. In 9046 
of the complaints we get, we find 
that it’s not our equipment at 
all that's at fault. 


Majko: Most of these problems 
arise because manufacturers are 
an arm's length from the builder. 
Your [the manufacturer's] prod- 
uct is sold to a distributor, who 
may sell it to a dealer, who sells 
itto a plumber. Then the builder, 
who is building 25 homes, buys 
it from the plumber. If, by that 
time, it is chipped and he com- 
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plains to the plumber, it goes all 
the way back through the whole 
chain. And by the time it gets to 
the person responsible for mak- 
ing adjustments, the builder has 
a very irate customer on his 
hands. 

Each of our purchase orders 
defines the warranty and service 
responsibility of our supplier. We 
don't care whether he has а 
warranty because it's often diffi- 
cult to define the limits of his 
responsibility as to material and 
labor. We define these responsi- 
bilities in our purchase orders. 
Consequently, if something is 
wrong, the particular sub-trades 
or the supplier must correct it 
quickly. If he doesn't, we get 
another source to correct it and 
deduct this from his invoice. 

Each one of our regional or 
local operations is autonomous. 
For each house, the local or re- 
gional manager has X number 
of dollars for maintenance and 
service. If he has very little 
maintenance, he accumulates 
more money than he anticipates. 
This adds to his profits, of which 
he gets his share, and a bonus. 
This is an incentive for the local 
manager to train people to keep 
maintenance down. Consequently, 
we have very few problems in 
this respect. 


Edge: The biggest thing happen- 
ing to the housing industry is 
that we are losing the home- 
stead attitude. People look upon 
a house today as a commodity 
item and treat it the same way 
they treat their new Mustang. 
They wash and polish it for a 
few weeks, then begin taking it 
for granted. 


Carey: About two years ago we 
opened up a subdivision—labeled 
as “Detroit's first planned resi- 
dential development"—in a sub- 
urban area where we had two 
other subdivisions going. This 
subdivision sold 106 houses while 
the other two combined sold 80. 

The most significant thing was 
that only 16% of buyers in the 
first two subdivisions came from 
that same community compared 
with about 30% in the PRD sub- 
division, They were buying up. 
Something new and better moti- 
vated these people to spend 


more money just to change their 
address or 


house—not their 
school district. 


Clarke: As society develops, it 
creates impediments to our in- 
dustry's ability to provide more 


and better-designed houses and 
better environment for less 
money. Our industry has not 
reached the level of sophistica- 
tion to overcome some of the 
impediments. 


Earnest: We've talked about 
big builders but I don't think 
there's anybody more profes- 
sional than the small builder. He 
doesn't have the tools or the big 
staff, but he competes right 
alongside the other man. He 
doesn’t have the fine new devel- 
opments to sell in. He buys a 
few lots in a shaggy-looking sub- 
division from some land devel- 
oper without any of the com- 
munity or recreational amenities 
that we talk about, yet he con- 
sistently builds his eight to 20 
houses a year and markets them. 
We must understand why some- 
one would buy from this builder 
in preference to buying in a 
good community with all the 
facilities—recreation, schools, 
churches and shopping. He really 
must be doing something right. 


Edge: I vote for a new subject, 
and that subject is sales promo- 
tion. Let me give you a few ex- 
amples. When a builder goes 
into a Parade of Homes, too 
often he says, “Well, I'll put in 
something that will get quick 
sales instead of trying to create 
the most excitement in the 
Parade." When he takes that 
tack, he may be missing a chance 
to build an image for his com- 
pany. 

There is some feeling in the 
building industry that all builders 
have to have a brand-new ad 
every week. Kettler Bros. in 
Washington, D.C., sold about 
$11 million worth of houses last 
year with ads that are four or 
five years old. They run the 
same ads over and over again. 
It's this consistency in building 
up a total attitude to you as a 


builder that will raise the level 
of housing. 


Young: We can't conceive of 
running a single ad continuously. 
We have a planned sequence so 
that we don't run any ad more 
than three times. What grabs one 
customer doesn't grab another. 


Carrington: We are working on 
a Parade of Homes to open 
in July. We'll be using new prod- 
ucts, but our main emphasis will 
be on planning and design, on 
the environmental approach with 
land planning and private club. 


Rector: 
motivation if we're going to con- 
tinue to upgrade people and not 
just keep them excited by low 
prices. I think that when we talk 


We've got to create 


about creative marketing, we 
have to talk about what will ex- 
cite these people. When we do 
that, we'll create the motivation 
that will keep them buying. 


Young: Any retailing activity 
that takes money from the con- 
sumer's pocket is our competi- 
tor, whether it's automobiles, 
furniture, vacations or color TV 
sets. If you can't beat that com- 
petition, join it. This is what we 
at Levitt are doing. We have 
started а furniture program 
which, we hope, will sell com- 
plete rooms of furniture at a 
much higher profit than housing 
gives. If you're in the housing 
business, include as many of the 
things that go into housing as 
you can. 


D 


It's time to end the hocus-pocus that makes 
housing harder to buy than most other products 
Tight money was for real in 1966, but its effect was multiplied 
many times over by two perennial sales barriers: the red tape 
surrounding every house sale and the difficulty of transferring 
equities from old houses to new ones. Frozen equities, once 
thawed, could put some life into moribund trade-in programs. 


Isakson: I keep hearing that the 
high interest rate kept houses 
from selling last year. I believe 
homebuilders and real estate 
people were sold down the river 
in 1966 by newspapers continu- 
ally publicizing the high cost of 
interest. If I can make just one 
point about selling more houses, 
it’s that we must get people to 
quit telling the public that the 


cost of building and financing 
our product is outrageous. 


Lyon: In California there was a 
big psychological impact last 
year because of overwhelming 
publicity about tight money. Peo- 
ple were coming into our office 
by the hundreds looking for 
homes, but they were deterred by 
this kind of publicity. There was 
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never a true lack of money їп 
1966. There was a psychological 
block that was more important 
than whether the house had three 
bathrooms or a double door. 

Now the same thing is going 
to happen in reverse. It's already 
started in California. All of a 
sudden the same people who 
wrote stories about tight money 
are telling us that money is 
loosening up, and we have had 
an avalanche of buyers. 


Aubrey Costa: We all know 
that money has eased. In Dallas 
S&Ls that were quoting 7% on 
conventional loans came down 
first to 6% % and are now at 
6% %. If a man is shown that 
he can pay a house out faster by 
paying a low interest rate, he 
will have more incentive to buy. 


Gallagher: If our builders do 
get these houses started and sold, 
is there enough mortgage money 
to take care of all starts? 


Costa: The principal problem 
right now is construction money. 
The banks continue to be tight; 
interim lending is going to be 
slow; and I think land develop- 
ment is likely to be slow. But 
we're going to have a lot of Gls 
to be housed again—more than 
two million people are in service 
today. There is a market ac- 
cumulating. And the slow-down 
has had some virtue in taking up 
the slack in both single-family 
housing and apartments. 

I think the builder who has a 
sound operation should be able 
to proceed in pretty good fashion. 
He's going to have to offset the 
psychology that has been built 
up about tight money, but I see 
better days ahead. 


Stephan: One builder in San 
Francisco told me during the 
last week of December that he 
had 140 cancellations by quali- 
fied buyers who had made de- 
posits, apparently because of 
their fear of tight money. He 
said, “We have plenty of money. 
There’s no shortage of money. 
It's a shortage of customers.” I 
contacted Norman Strunk of the 
U.S. Savings & Loan League and 
asked him if this was typical of 
conditions across the country. 
His reply was, "Hell, yes. Money 
is going to be coming out of 
our ears before long, and you 
can quote me on that." 


Carithers: Real estate brokers 
are causing part of the problem. 
We now have more pop-outs 
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than we've ever had. They go 
back and their broker says, “Wait 
a minute, how are you going to 
sell your old house? In today's 
market nobody is going to be 
able to get a mortgage." The 
buyers get scared so they cancel. 


Earnest: We have said repeat- 
edly that it is very difficult to 
buy a house. But I disagree. I 
think it's very easy to buy a 
house, and this is what I tell 
people when they come to buy 
one of ours. I hope my competi- 
tion keeps telling them that it's 
difficult. 

I recently became president of 
a small savings and loan associ- 
ation. We're going to take the 
mystery out of the closing of 
loans. We have surrounded our 
business with a theory that this 
is a real big undertaking and 
have let the attorneys further 
surround it with an aura of mys- 
tery. It’s a very simple thing to 
buy a piece of property and ob- 
tain a loan on it and take title 
to it; so I think we ought to re- 
examine something that we're 
trying to make difficult. 


Stone: The correct philosophy 
throughout every aspect of our 
business is to make it easy for 
the buyer to do business with 
us. If there are problems, we 
must solve them for the buyer 
without making him worry about 
them. But, unfortunately, our in- 
dustry does not take this ap- 
proach. Too often, the salesman 
says to the buyer, "Well, go sell 
your own house," and the buyer 
says, "Im sorry, I don’t know 
how to solve that kind of 
problem." And we lose him. 


Wood: There's one problem that 
we have not yet been able to 
solve and that is in the field of 
equity transfer. If we could learn 
how to unlock the door of equity 
transfer, we would be able to 
double or triple our volume. 


Stone: We cannot improve our 
sales volume until we make it 
easier for people to do business 
with us. It’s a wonder that any- 
body ever buys a new house. 


First, the prospective buyer has 
to figure out whether he can sell 
his old house, what he’s going 
to get for it and what school dis- 
trict his kids are going to be in. 
Then he has to transplant his 
family, which has adjusted itself 
to a specific neighborhood. But 
our salesmen are seldom capable 
of removing these burdens from 
the buyer’s shoulders. 

Yet, if I drive my car to a 
new-car agency and walk in, 
they will involve me in the bene- 
fits of their products and make 
it very easy to buy. They'll move 
me out of what I own and into 
what they've got before they 
even worry about my old car. 
And then they'l say, "Let us 
take care of the problems." Until 
this industry comes to grips with 
the transfer of property in an 
easy way, we will not substan- 
tially increase our market. I 
don't like the words “trade-in 
housing," but we need equity- 
transfer programs. 


Young: We have our legal and 
financial departments working 
on this, but our experts feel 
there is too much risk. Frankly, 
we don't need it. We just haven't 
had an era of hard times. Prob- 
ably if we had been hit as much 
as the total market has been hit, 
we would be doing extraordinary 
things. But we feel that the 
trade-in operation isn't worth it 
for us. It involves a lot of extra 
effort, extra people and extra 
time on the part of executives. 


Rector: This is an impediment 
that affects the housing industry. 
Many people are moving out, 
moving in or being transferred 
to another area, and we all know 
equity is wiped out at times. I 
think we have to try to make it 
easier to retain a good portion 
of that equity. 


Dick O'Neill: Dave Stone has 
handled more than 300 transfers 
in a year. 


Dave Stone: Right. May I point 
out something which I think is 
at the heart of our problem here? 
It isn't so much a question of 
satisfying the people who come 
to us without housing problems 
on the other end. It's one of solv- 
ing the specific problems of each 
buyer. Many people with small 
equities in their present houses 
have the desire and the income 
to buy a new one—but won't 
take the risk of leaving their old 
houses. 

Sometimes a builder can solve 


this problem with a rental guar- 
antee: "Mr. Jones, this is not a 
good market to sell your home 
in, and you have a rather small 
equity. But we'll take the down 
payment against the new home— 
in the form of a deed of trust 
or mortgage against your old 
property. And we guarantee to 
keep that home rented for you 
and maintain it for 18 months. 
After that, you can sell it or 
keep it." 

With today's rental shortage in 
many areas, this can be a useful 
tool to help hesitant owners buy 
now. For example, it brought 
us ten extra sales in one month. 


Worth: The builder has a great 
misconception of how trade-ins 
work, and he has had some un- 
fortunate experiences. He has 
made the mistake of involving 
his own money and capital, so 
he finally turns completely 
against any kind of equity re- 
lease. We [sales consultants] then 
have to open some minds. And 
we have been successful at this. 


Parker: We have tried trade-ins 


in two California locations. 
There is one common thing 
about all trade-in programs: 


They haven't worked. I don't 
know of anyone who went into 
them who is still thumping him- 
self on the chest and saying, 
"We have a great trade-in pro- 
gram." Yet one of our biggest 
problems is cashing in equity. 


Stone: I can give you the names 
of people who are still buying 
houses successfully. I would like 
to emphasize the creative aspect 
of developing business. I'm not 
so much concerned about the 
people we sell as I am about 
those we don't sell. I am con- 
cerned about the people who sit 
in their front rooms and just talk 
about buying. Go to the people 
before they leave their front 
room. Until you do that, they're 
going to sit in their front room 
and wait. 


Ted Seidel: Dick O'Neill men- 
tioned that only one out of ten 
buyers and renters select new 
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ROUND TABLE continued 


dwellings. I don't have a crystal 
ball, but I would almost make a 
prediction that some day there 
will be a formula to allow people 
who have lost the desire to own 
a new home to perhaps buy 


DO 


shares in the dwelling in which 
they live—much the same as we 
do today in mutual funds. And 
when they get up and move, 
they'll take their equity with 
them. 


In the end, the success of even the best housing 
hinges on the job done by our salesmen 

Poorly trained, poorly motivated and poorly paid sales personnel 
are a luxury no builder can afford. Housing must put the same 
effort into training its front-line troops that manufacturers of 


other products take for granted. 


Sarkowsky: The most important 
factor is the salesman in the 
model house. You can have the 
best house in the world, all five 
factors we've been talking about, 
the best copywriter and the best 
media. But if the man who is 
doing the selling doesn't under- 
stand what motivates or might 
motivate the prospective cus- 
tomer, you have lost the whole 
battle. 

Where we have been outsold 
or where we have managed to 
outsell the competition, it all 
boils down to whether our sales- 
manship was worse or better 
than that of our competitors. 


Worth: We all know that peo- 
ple have to be sold homes; they 
don't take them away from us. 
The time has long passed for 
more attention to be paid to re- 
cruiting, training and evaluating 
salesmen. Is there anybody in 
this room who hasn't visited sub- 
divisions and been appalled at 
what greeted him at the door— 
and sometimes not even at the 
door? Any major corporation 
spends thousands and thousands 
of dollars to train salesmen to 
sell their product. And we spend 
hardly a nickel on the poor guys. 
We have to have advertising; we 
have to have really good design, 
something exciting to make peo- 
ple want to buy, but that sales- 
man is the guy who's going to 
make us rich or poor by the kind 
of selling job he does. 


Walter Stroud: I agree. Every 
builder knows that houses now 
are unquestionably better than 
they were. What hasn't changed, 
though, is our training of sales- 
men. We're dancing on tippy- 
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toes around the biggest problem 
we have. We must find some 
method of hiring, training and 
keeping salesmen who sell houses. 
Unless we face this problem 
squarely, we're going to miss a 
big bet, and people will just buy 
the houses they have to buy— 
not the houses we would like to 
see them buy. 


Edge: I was talking to a builder 
whose big problem was that he 
couldn't find good salesmen. He 
said four salesmen goofed up on 
him and ran up $11,000 in 
draws which he will never get 
back. So I said, “NAHB has a real 
fine sales course for $550. Why 
don’t you buy it?” He said, 
“That’s too much money.” Who- 
ever said that the builder isn’t 
sold yet on salesmanship is right, 
but I think the day is coming. 


Maczkov: I question whether 
you'll be able to recruit the type 
of individual you want in the 
years to come. I think the home- 
builder has done a lot to dis- 
courage sales techniques. If he 
won't listen to a product manu- 
facturer's salesman, and expects 
miracles from his own, there's 
something wrong. We can all 
learn a lot from salesmen, be- 
lieve me. 


Stone: There is one key to sell- 
ing—the involvement principle. 
А good salesman involves the 
prospect with the property. He 
gets the prospect to see himself 
enjoying the benefits of the 
property. 


Isakson: I certainly am glad 
that you finally got around to 
talking about salesmanship. What 


a salesman has to sell is three 
things: his time, his knowledge 
and his experience—and that's 
all. The builder who does not 
know his merchandise cannot sell 
it to the salesman, and the sales- 
man in turn cannot sell it to the 
prospective buyers. We have to 
know more about the product 
we sell. 


Young: People don’t buy a 
house the first time out. We have 
some sales that take 20 to 30 
visits. Now, let's talk about sales- 
men. To see if the salesman is 
doing things right, we send in 
shoppers with hidden tape re- 
corders. They ask all the usual 
questions that buyers ask and 
record the salesman's response. 
We see how the salesman is re- 
sponding to negative points that 
prospects raise. We have monthly 
or bi-monthly meetings where 
we present these tapes to the 
group, and the salesman hears 
himself and finds out how we 
want it done. With ten or 12 
communities, we have about 64 
salesmen using this technique. 
There is little, if any, distrust of 
the company over the use of 
these hidden tapes. 


Bill Greene: Training salesmen 
is an area in which your mort- 
gage banker can help. We have 
worked with ten to 15 salesmen 
at a meeting to go over the dif- 
ferent types of financing arrange- 
ments. Financing is like selling 
houses: What works for one 
won't work for another. The 
more a salesman knows about the 
different ways to finance a house, 
the more chance he's going to 
sell it. We go over the way you 
calculate a monthly payment; we 
tell what it takes for you to make 
exceptions, and try to tell what 
the closing costs are actually go- 
ing to be. The buyer knows that 
the builder is giving him the facts. 
We're going to have a lot of sales 
this year, and your mortgage 
banker can help you make those 
sales. 


Worth: Most sales managers are 
not sales trainers. On top of that, 
the sales manager who would like 
very much to train does not have 
the time because he's too busy. 
He's also very close to his men. 
There is a fantastic need to make 
professional salesmen out of 
amateurs: They don’t know how 
to approach a customer; they 
don’t know how to qualify him; 
and they don’t know how to 
communicate with him. I get a 


little excited about this because 
it’s an area which has been so 
long ignored by the average 
builder. It’s not that difficult to 
correct, but the builder doesn't 
budget for this sort of thing. 


Stephan: I would like to en- 
dorse the sales-education outlook. 
It's one of two major impressions 
that ГЇ carry away from this 
seminar; first, the need for re- 
search all along the line; second, 
the need for effective sales educa- 
tion for the whole industry. Over 
the last 15 years, we have spent 
literally millions of dollars in de- 
veloping programs that we think 
are professional—in the fields of 
profit management, accounting 
and land development. These pro- 
grams are designed to help the 
builder run his business. But as I 
listen to the comments here, it 
seems the builder does not want 
us or any other manufacturer 
to help him run his business. 
What he wants is for us to be 
part of the chain that helps him 
enlarge his market. Enlargement 
of that market seems to be the 
central theme that you can pull 
out of this whole situation. 


Carey: Someone said that any 
salesman worth his salt wanted to 
be compensated by commissions. 
Now G.E. pays all levels of sales 
managers on salary plus incen- 
tive. So do other major manu- 
facturers and big mortgage bank- 
ers. Why? Their man is a sales 
person who can hold his head up 
and say, "I'm a professional. As 
a salesman I am worth a salary." 
Why do we have to keep treating 
salesmen like streetwalkers, at so 
much per deal? We represent real 
estate companies and builders and 
someday we are going to have 
our entire sales force on salary— 
not on commission. The incentive 
will be the incentive that General 
Motors, Ford, G.E. and others 
give to their men. 


Isakson: A $120-a-week sales- 
man is not a salesman: He's an 
order taker. If he was a salesman 
he would not work for you for 
$120. 
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Great taste in kitchens! 
Mosaic Tile. 


One look, and you know that this is a quality kitchen. 
The Mosaic tile tells you. 

With Mosaic ceramic tile, you add long-lasting 
quality and value to your home. You also get the flexi- 
bility of Mosaic's special color compatibility. 

Mosaic tile is created to harmonize. With every other 
Mosaic tile color. With warm wood. With any accessory. 
With whatever other materials happen to come along. 

See for yourself. Notice how the crisp grain of the 
oak cabinets is a perfect running mate for the wall 
tile of Satin Glaze 1201 Lt. Chapel Green and the Quarry 
floor tile of 250 Bluegrass Green. (On the West Coast, 


the wall tile is 196 Lt. Chapel Green and the floor tile 
is 255 Green.) 

Our countertop of Evertex 6360 Salt & Pepper tile 
gets along beautifully with that high-flying Camelot 
oven hood. With flame and food acids, too. 

It just goes to show: with Mosaic Tile, anything goes. 

For samples, colors, prices and availability, call any 
Mosaic showroom, or contractor, listed in the Yellow 
Pages under "Tile-Ceramic-Contractors." Or write: The 
Mosaic Tile Co., 55 Public Square, Cleveland, Ohio 


44113. In western states: 909 Railroad > 
wester $ aiiroa MOSAIC] 


Street, Corona, California 91720. 
"Mosaic" is the trademark of The Mosaic Tile Company. 
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Porcelain-enamel panel system speeds bathroom rehab in old apartments 


Not only is the system fast, but it virtually 
eliminates bathroom maintenance for land- 
lords. The New York Housing Authority, 
sold on the system, has adopted it as a 
standard technique for upgrading thou- 
sands of low-rent apartments. 

By using five porcelain-enamel-faced 
panels as bathtub surrounds, the housing 
authority can add showers to old bath- 
rooms without getting involved in the wall- 
patching work normally required after a 
shower riser is installed. Reason: The 
panels—which are shallow steel pans 
backed with 1⁄2” Perlite—simply bridge 
any plaster damage. 

To install panels in an average bathtub 
area (44 sq. ft. on three walls) takes two 
hours and costs under $200. The panels 
are hung on V-channels and clips, which 
are screwed to the old walls with toggle 
bolts and nylon expansion anchors. Seams 
are caulked. The system's designer: P. I. 
Nemiroff Corp., New York City. 


1. Zinc-coated clips аге 2. Panels are installed 3, End-wall panel is set. 4. Silicone sealant fills all Clipped-on panels can be 
fastened to bathroom walls. above tub's long dimension. Panels are forced on clips. panel joints and seams. removed for plumbing jobs. 


Prefab stair system 
accepts all designs 


The brand-new system is meant 
to put component shops into 
the stairway business. It was 
developed by the University 
of Illinois Small Homes Coun- 
cil for the National Lumber 
and Building Materials Dealers 
Assn. (NLBMDA). 

Stairs are prefabbed in two 
or more sections (right) and 
installed after wall finishes are 
applied. A $5 manual—show- 
ing how to prefab and install 
straight-run, “L” and “U” 
stairs—is available from 
NLBMDA’s National Research 
Council, 302 Ring Bldg., 
Washington, D.C. 20036. 


Technology continued on p. 134 
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This single control push-pull faucet dials 


hot and cold in color. Beautifully by Speakman. 


Dial red for hot. Blue for cold. In-between for just right. 


With Speakman Colortemp you can see what you're doing. 
One easy hand motion and without effort you control both 
water flow and temperature—pre-dial the exact water tem- 
perature that suits your fancy. 


This future-looking new way to control water, with color, 
sets a standard that makes other single control faucets old- 
fashioned. Colortemp is styled for tomorrow, yet here today. 
Dial crafted of glorious acrylic. Base of brass with gleaming 
chromium finish. 


Whether for new construction or up-dating old, nothing is 
quite up to Colortemp. Beautifully designed and excep- 


tionally engineered by Speakman. Why not let Speakman 
quality speak for you. 


New cartridge. No grease. No rust. No stick. 


Speakman's new cartridge cylinder, after one-half million 
gruelling “on-off” tests, still operated with smooth. silent 
ease. The same fine results are now being obtained through 
actual use in hundreds of homes from coast to coast. This 
patented concept employs Du Pont "Teflon" at friction 
points. Designed for trouble-free lifetime use. Has positive 
shut-off and is adjustable for cross-piping. 


Send for complete descriptive literature without obligation. 


colortemp' 


costs less really than you think/by SPEAKMAN 


gS SPEAKMAN® COMPANY • Wilmington, Delaware 19899 • In Canada write Cuthbert-Speakman • 47 Duke Street, Montreal 3, Quebec 
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Fedders has a better way to 
air condition and heat apartments. 


Its name is Wall Flex. An air conditioning-heating 
system that really protects your profits. You save on 
initial price, save on installation, and even save 
space. Quickly, economically, you can offer the luxury 
of central air conditioning. What a great way to build 
apartments with the highest saleability! 

Each lightweight Wall Flex evaporator-blower is just 
22" wide, a foot high. The easiest ever to install. And 
so small, it fits almost anywhere... in a hallway's drop 
ceiling, or even in the top of a closet! The Wall Flex 
condensing unit will install through the wall,on a slab, 
or on the roof. Neither unit takes up valuable space. 

Best of all, these space-saving applications are 
possible whether you want straight air conditioning, 
OR air conditioning with electric heat. The Wall 
Flex condensing unit (also just 22" wide) 
quick-connects to the evaporator-blower. Slip the 
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duct heater into the ductwork and you have heating 
and air conditioning. 

This system also lets you offer the option of 
individual metering. And lets you give the assurance 
of low maintenance and operating cost. Remember, 
too: people know and trust the famous Fedders name. 
That in itself is a great selling feature for you! 

For air conditioning and heating apartments or 
private homes—see your Fedders distributor first. 
He'll be glad to prove to you that Fedders has a 
better way. 


WATCH FEDDERS 1967 “GOLF GALAXY" 
... live and in color on ABC-TV! 


FEDDERS 


CENTRAL AIR CONDITIONING AND HEATING 


Edison, New Jersey 08817 - Major distribution and service points across the nation, 
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Who needs a butler 2 


We think butlers are marvelous. If you have one, congratula- 
tions. But you don’t need a butler to enjoy the elegant feeling 
of luxury you'll get from a natural cedar lined closet. Our 
Supercedar closet lining completely eliminates cracking, chip- 
ping and discoloration ... and does it for approximately the 
same price as ordinary plastered closets! The rich, fragrant 
aroma of natural cedar oil will keep your finest clothing fresh 


WORLD'S LARGEST PRODUCER OF SUPERCEDAR PRODUCTS 
MAY 1967 


GEO. С. 


BROWN 


ano C O M PAN Y c 
Super 
CLOSET LINING 
GREENSBORO,N.C. 
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and pleasingly aromatic. There’s nothing to match the protec- 
tion from moths and moisture like wood-sealed cedar closets 
...and maintenance is once-a-year dusting. Beauty, economy 
and elegance are permanently combined in a Supercedar 
closet of warm precision-cut wood. Interested in more in- 
formation? Then write for our free brochure. Or have your 
butler do it. 


WRITE TODAY FOR FREE COLORFUL BROCHURE 
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And here's how to close it. 


And that's about all there is to say. Except that 
builder after builder (particularly in “shrinking 
market" areas) has discovered that putting red 
cedar shingles or handsplit shakes on the roof or 
sidewalls of new homes that wouldn't sell, helped 
to sell them. Red cedar shingles and handsplit 
shakes add value beyond their cost. Builders know 
it. So do lending agencies. So do homebuyers. 
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Full Certi-Split, Certigrade and Certigroove specifications and ap- 
plication information appears in our Sweet's Light Construction 
Catalog listing, 3d/Re. Or write or call us: 


RED CEDAR SHINGLE & HANDSPLIT SHAKE BUREAU 
5510 White Building, Seattle, Washington 98101 
(In Canada: 1477 West Pender St., Vancouver 5, B.C.) 


CIRTIGROOVE 

ШЫБЫШ One of these labels under the bandsticks of the 
product you buy is your assurance it was made, 
inspected and graded under regulations of the 
Red Cedar Shingle & Handsplit Shake Bureau. 
MI insist on these labels. 
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continued from p. 126 


Why did modern McCormick Place resist fire so poorly? 


It was only six years old and built entirely 
of non-combustible materials. Yet in just a 
few hours last January 16th, the huge 
Chicago exhibit hall—annual convention 
center for the NAHB—was heavily de- 
stroyed by fire (above). 

The worst structural damage was caused 
by the collapse of the steel-truss roof. 
Wood-industry factions said this would not 
have happened if the hall had been built 
of fire-resistant heavy timber. 

But the American Iron and Steel Insti- 
tute came to the defense of steel trusses a 
month after the fire. It investigated the 


burned-out hall and issued a 28-page re- 
port claiming the building was inade- 
quately fireproofed because it was wrongly 
classified. Says the report: 

Most building codes would put McCor- 
mick Place in the “assembly occupancy” 
classification (like an auditorium or sports 
arena) when actually—at the time of the 
fire—it was closer to “mercantile occu- 
pancy” (like a department store or shop- 
ping center). Reason: The housewares ex- 
hibits just prepared for the next day’s con- 
vention constituted a fire loading of close 
to 20 lbs. per sq. ft. 


New pricing manual also 
helps schedule big jobs 


More than just a guide for estimating labor 
and material prices, the latest “Construc- 
tion Pricing and Scheduling Manual” is- 
sued by F. W. Dodge Co. also tells how 
much work output to expect per day from 
the various trades. It presents a complete 
materials list arranged by trade (sample 
page below), starting with site clearing and 
ending with electrical work. Its labor and 
materials unit prices are averaged from 
nine metropolitan areas that accounted for 
30% of large construction jobs ($150,000 
and up) in 1966. Dodge’s address: 330 W. 
42nd St., New York, N.Y. 10036. Price: 
$9.95. 
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Steel wall panels get a major tryout in one-story housing 


Builder-developer Irvin Kahn used pre- 
fabbed steel to build 42  multi-family 
houses (above) near San Diego. The panels 
have been used for some time in motels, 
schools and commercial buildings, but 
never to any significant extent in light resi- 
dential construction. They are part of a 
steel-prefab system, including interior 


columns and roof beams, developed by 
Rheem Mfg. Co.'s Rheem-Dudley division, 
Paramount, Calif. The Rheem-Dudley wall 
panel, 315" thick and fully loadbearing, is 
22-gauge galvanized steel with a gypsum- 
board lining plus fiberglass insulation. It 
is bolted to a template-formed concrete 
slab. 


Test skylight cuts sun but lets grass grow 


When and if it becomes avail- 
able, the new skylight—trans- 
parent acrylic plastic with a 
blue tint—might be ideal for 
covering atriums. 

It not only eliminates glare 
but, more importantly, reduces 
solar heat gain and thus cuts 
air-conditioning costs. Only 
40% of full sunlight passes 
through the skylight but—be- 
cause of the blue tint—this is 
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enough to grow grass. Tints of 
other colors must pass over 
60% of light to let grass grow. 
O. M. Scott & Sons Co. and 
Rohm and Haas Co. developed 
the skylight jointly to solve the 
sunlight problem that plagued 
the Houston Astrodome. When 
the big sports arena’s skylights 
were painted to reduce glare, 
all its grass had to be replaced 
with an artificial substitute. 
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Ceramic Tile 
extra beauty for walis—extra duty for floors 


At last an all surface ceramic tile that premium quality ceramic tile. All these add 
combines beauty, wearability, economy and up to selling power without excessive costs. 
selling power. The lace-like finish on its satin See CrystaLace in all twelve delicate colors 
smooth base gives a look of luxury to an and room illustrations. Send today for this 
otherwise plain bathroom. Tests have proven free brochure and your nearest source of 
that CrystaLace has better wearing character- Wenczel tile products. Look for Wenczel 
istics than any similar tile. Yet with all these in the yellow pages of your metropolitan 
advantages it is lower in price than other telephone directory. 


Wenezel Ceramic Tile 


TRENTON, NEW JERSEY O8638 


Member: Tile Council of America 


WENCZEL... where new things are happening! 
8 рр 8 
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Paint-on rubber roofing: It may last 30 years on concrete or plywood 


So says the manufacturer after testing the 
new liquid-silicone coating on more than 
200 roofs from New England to the Virgin 
Islands. The coating is rolled on like paint, 
but it solidifies to an elastic membrane 
that stays permanently flexible even under 
extreme heat. On the other hand, it will 


remain liquid down to —65?F, so it can 
be applied at any temperature in which a 
man can work. 

Applying silicone rubber roofing re- 
quires 1) a primer, 2) a base coat and 3) 
a top coat (photos, above). A catalyzing 
agent is mixed into the liquid at the job 


site, giving the material a pot life of from 
30 minutes to two hours. 

Material cost is 556 per sq. ft.; installed 
cost, 65¢ to 754 per sq. ft. The material 
is not recommended for gypsum decks. 
General Electric, Waterford, N.Y. Circle 
290 on Reader Service card 


This computer kit makes any 
builder a scheduling expert 


With only a pencil and a piece of paper, 
even the smallest builder can put to use 
the kind of construction schedules that 
are normally worked out by electronic 
computer for only the biggest projects. 
The kit includes a circular hand computer 
and a cartoon-style manual explaining how 
to use the disc to map out and run plan- 
ning networks that combine the techniques 
of cPM (Critical Path Method) and PERT 
(Program Evaluation and Review Tech- 
nique). Pert-O-Graph, Sunnyvale, Calif. 
Circle 291 on Reader Service card 
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Epoxy couplings beat welding 
in linking up aluminum pipe 


Specifically, gluing together aluminum pipe 
is said to be four times faster than butt- 
welding steel pipe. What's more, unskilled 
workmen can handle the job. 

The technique—called Swage-Bond— 
works with any commonly available epoxy 
resin. But it requires heavy hydraulic join- 
ing equipment that must be mounted on a 
truck or on the side boom of a tractor. 

Swage-Bond is a three-step process in 
which pipe ends are bonded together in- 
side a coupling. Step one: Roughen the 
ends of the pipe with an electric abrading 
tool to provide a good bonding surface. 
Step two: Coat the inside of the coupling 
—an extruded aluminum  sleeve—with 
epoxy, and insert the pipe ends. Step 
three: Lock the joining unit around the 
joint, and draw the unit’s hydraulically 
powered die over the sleeve. The die sinks, 
or swages, the sleeve into the pipe ends. 

The process takes about 1% minutes, 
compared with 12 to 20 minutes for weld- 
ing a steel pipe joint, says the supplier. 
But the aluminum joint cannot be used 
immediately. Reason: The epoxy will not 
set in less than two to three days unless 
it is artificially heated. Using a portable 
heater reduces setting time to 20 minutes. 
Reynolds Metals, Richmond, Va. Circle 
292 on Reader Service card 


Fire-safe wood shingles okayed 
for reduced insurance rates 


The okay—a Class C approval from Under- 
writers Laboratories—is the first to be 
given to a fire-retardant compound for 
Western red cedar shingles. The com- 
pound passed UL's critical leaching test, in 
which treated shingles are soaked by the 
equivalent of 800” of rainfall over a ten- 
year period, then dried out and exposed 
to fire. Leaching was insignificant in both 
machine-made and hand-split shingles, and 
the compound showed no effects on wood 
color or flashing. Koppers, Pittsburgh. 
Circle 293 on Reader Service card 
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builders 


who prefer 
House & Home 


Builders preferring House & Home build 
four times as many houses and apartments 
as those who prefer any other publication. 

This is what Lennox Industries and 
scores of other building product manufac- 
turers have found out for themselves. These 
manufacturers, large and small, have all 
taken advantage of House & Home's stand- 
ing offer to ask builders what publication 
they prefer. House & 
Home won these 
independently 
sponsored 
surveys 


uild a lot more 


hands down and got the unqualified vote of 
the active builders. 

Whether they're small, medium or large, 
the active builders are inevitably partial to 
House & Home. 

71 out of 77 independently 
sponsored studies have 
proved it. 

Check it out with 
your own builder 
customers at 
House & Home’s 
expense. 


Ae 


just ask 
Lennox 
Industries 


House & Home, you see, is the industry 
publication that meets the extensive infor- 
mation needs of the active builder. From 
preliminary planning, through product de- 
velopment, financing, 
marketing and 
construction 
to final 
sales— 
House 
& Home 
keeps him 
abreast in 


the $22 billion light construction industry. 
No wonder more building product manu- 
facturers place more advertising pages in 
House& Home than in any other publication 
serving builders. If you want to place 
your advertising in the hands of 
builders who build and buy a lot 
more, tell a House& Homerepre- 
sentative. Lennox Industries did. 
y House & Home П 
es @ Ж 


A McGraw-Hill Publication 
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When it’s time to top it off 
with air conditioning, remember 
Bryant makes both gas and electric. 


We're the only one with both. 

If electric rates are higher where your new store is, 
buy a Bryant gas roof-top unit. If gas rates are higher 
where your new store is, buy a Bryant electric unit. 

Bryant manufactures a full line, including roof- 
mounted heating and cooling packages, split systems, 
unit heaters, duct furnaces, and boilers. (So you can 
count on us to handle big jobs or small ones with equal 
efficiency. Cooling capacities to handle any size job... 
Single units, either gas fired or electric, up to 20 tons; 
single unit heating capacities up to 450,000 Btu in 
warm air or 6,000,000 Btu in boilers.) 

And you never have to worry about getting service 
or parts for Bryant equipment later on. We have a 
national network of dealers, distributors, and factory 
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branches. Many gas utilities sell and service Bryant 
equipment, too. 

Of course, you could get electric air conditioning 
from several other companies. Or gas from a few 
others. But you know what a mess it is when you buy 
gas air conditioning from one place, electric from 
another, cooling units from still another, furnaces 
from somebody else. And the more stores you have 
to heat and cool, the worse it gets. 

Why go through all this when you can get everything 
you need from one source: 


Bryant Manufacturing 
Company, 2020 Montcalm 
Street, Indianapolis, In- 


diana 46207. QUIETLINE® AIR CONDITIONING 
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Exteriors re 


a. po can be Spp with 4"-o.c. grooves running horizontally (left) or vertically (right). 
Other styles contain 8"-o.c. grooves, or combine 4"- and 8"-o.c. grooves. 
brushed in three grades and three lengths: 8', 9” and 10'. Also: plain and inverted-batten styles. Pacific Lumber, 


San Francisco. Circle 205 on Reader Service card 
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Мовчун shingles have ribbed texture rom produce thick shadow 


lines. Shingles are fortified with extra asphalt layer and topped with 
ceramic-mineral granules. In three colors: gray, brown, tan. Weight: 
390 Ibs. Certain-Teed, Ardmore, Pa. Circle 207 on Reader Service card 


Louvered aluminum shutter 


—color-matched to aluminum 
siding—comes in charcoal, green, 
olive, black, slate and white. 
Available with or without center 
bar—predrilled with four mount- 
ing holes. In ten lengths from 36” 
to 79”. Kaiser, Oakland, Calif. 
Circle 209 on Reader Service card 
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Primed siding is a medium- 
density hardboard offered in three 
styles: horizontal lap, plain panel 
and V-groove panel. Boards are 
cut to size after curing. On-site 
painting can be delayed 90 days 
after installation. Allied Chemi- 
cal, New York City. 

Circle 210 on Reader Service card 


I A. THOR E ROSIN КАКЫМ REA \ 
Double-surfaced asphalt shingles in nine colors are said to simu- 
late thick-butt wood shingles. 
shadow lines. Dimensions: 
& Son, East Walpole, Mass. Circle 208 on Reader Service card 


Narrow lap siding—in 18th 
Century Virginia style—has 5” 
exposure and measures 6"x16'x 
TAs”. Siding has slightly notched 
and contoured profile for a deep 
shadow line. Guidelines position 
adjoining laps and face nailing. 
Masonite, Chicago. 

Circle 206 on Reader Service card 


Plywood comes rough-sawn or 


Embossing produces random vertical 
5" exposure, 2" headlap, 36" length. Bird 


Plastic-based and coated shutter that simulates wood can be 
installed with color-matched nails or butyl-based adhesive. Backed by a 
cedar frame, it is 15" wide, 36" to 81" long. In five colors. Frank 
Paxton Lumber, Kansas City, Mo. Circle 211 on Reader Service card 
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a true central vacuum 

system to close, 

more home / 
sales 
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mE: ART TO STOP 
PUSH T0 ST 


This sales closer impresses home buyers who quickly see the 
advantages of its new cleaning principle. It's a true central 
vacuum system with no messy bags to empty or reduce power. 
The WHIRLPOOL system is vented outside the house for total 
cleaning. And it has a by-pass motor for long life. The unit 


homes. There's a choice of two cleaning 
systems . . . dry or wet pickup. The 
exclusive wet pickup system is self- 
cleaning, flushes dirt away and can also 
pick up scrub water or spilled liquids. 
Your best source of home appliances is 
WHIRLPOOL, maker of the full line with the 
quality reputation . . . the line backed by national 
advertising and service. For details, write to Central 
Vacuum Systems Department, Whirlpool Corporation, 
Administrative Center, Benton Harbor, Michigan 49022. 
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When they said, 
"Give us a home that 


takes саге of itself"... the men at Reynolds 


Circle 101 on Reader Service card 


gave them one with 
aluminum in 49 places. 


There's a house out in Wilmette, Illinois 
that's a lazy man's dream. It uses 49 differ- 
ent aluminum building products. Over four 
tons of aluminum, and just about every 
pound will save the owner work. It was built 
by the men at Reynolds to show just how 
many ways this metal can be used to make 
a homeowner's life easier. 

The four handsome, classic columns in 
front, for example—extruded Reynolds 
Aluminum with a tough, baked-on enamel 
finish that will look new for years without 
repainting. Same goes for the siding and 
shutters made of Reynolds Aluminum; they 
will never rust, rot, chip, or peel. 

The men at Reynolds developed pre- 
painted aluminum Colorweld® back in 1955. 
And builders, as well as homeowners, have 
had good reason to be grateful ever since. 

Those good-looking charcoal gray alumi- 
num roof shingles and the easy-to-install roll 
soffit under the eaves are also products of 
the design engineering group at Reynolds. 

Other aluminum work-savers in the house 
include the acoustical ceilings, windows and 
sliding doors, self-storing and combination 
doors, ductwork, column and railing kits, 
electrical conduit, flashing, gutters and down- 
spouts, garage door, louvers and vents, even 
closet rods, screws and nails. 

The men at Reynolds are old hands at de- 
veloping new ways to save work and trouble 
for you and your customers. They can show 
you a houseful of ideas to help you build a 
better house or commercial building with 
aluminum. Call your local Reynolds office or 
use the coupon below. 


REYNOLDS 


ALUMINUM 
Building Products 


Watch “The Red Skelton Hour," 
Tuesdays, CBS -TV A 


| REYNOLDS METALS COMPANY | 
| Building Products and Supply Division | 
| 325W. Touhy Ave., Dept. HH-57 | 
| Park Ridge, Illinois 60068 1 
| Г] Please have a salesman call оп me. | 
| О Send me a complete Reynolds Product File. - 
| 

| | 
| | 
| | 
| | 
| | 


Мате. Title. 


Company... 


Address. - SS M 
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Kitchens 


Drop-in electric range—with hidden levelers to simplify alignment 
—is 30" wide. Rear of its backsplash control panel is finished to permit 
island installations. Panel adiusts for a tight fit. Hotpoint, La Grange, 
Ill. Circle 282 on Reader Service card 


ahs. 
Instant-hot-water dispenser mounts on sink ledge or counter 
top. Only control head and spout appear above the sink. Unit fits any 
standard sink opening and comes in two sizes: 750- or 1,000 watts. 
Hobart, Troy, Ohio. Circle 280 on Reader Service card 


Food preparation center folds 


Programmed washer adjusts 
into counter when not in use. automatically to washing con- 
Control button raises power ditions required by individual 


module to accept blender, mixer 
or juicer—as well as five optional 
attachments. Unit features solid- 


fabrics. "Washer features two 
speeds and has a companion 
dryer. Both are standard counter 


Built-in appliance combo 
contains three-speed mixer, an 
electric knife and heavy-duty can 
opener. Simulated-walnut cabinet 
mounts between studs. It fea- 
tures a magnetic catch and two 
convenience outlets. Hamilton 
Beach, Racine, Wis. 

Circle 287 on Reader Service card 


asse e. al 
Built-in electric range requires no overnead hood. Cooking fumes 


Eye-level range, with mir- 
rored oven doors, features a high- 
speed broiler. Its burner distrib- 
utes radiant energy evenly over 
broiler surface and is said to 
reduce broiling time by 30%. 
Over-all height of the unit is 
64". Roper, Kankakee, Ill. 

Circle 284 on Reader Service card 
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odors and smoke are sucked into ventilation grille in range center and 
exhausted outdoors. Suggested for island installations. Jenn-Air, In- 
dianapolis, Ind. Circle 281 on Reader Service card 
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— بوا کی‎ ма. <x 
Quick-change refrigerator-freezer can match walls; it features 


state electronic controls. Ronson, 
Woodbridge, N.J. 
Circle 285 on Reader Service card 
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height and depth. General Elec- 
tric, Louisville, Ky. 
Circle 286 on Reader Service card 


a snap-in front of same М” hardwood plywood often used for kitchen 
walls or cabinet faces. Several woods are offered. Above: elm. Whirl- 
pool, Benton Harbor, Mich. Circle 288 on Reader Service card 
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Some people have learned about it 
because K-V has been advertised 
longer and stronger than any other 
shelf hardware. 

Other people have learned about it 
because K-V has been recommended 
by more dealers than any other shelf 
hardware. 

Most people have learned about it 
by word of mouth because K-V has 
been used by more people than any 
other shelf hardware. 

That's why K-V is easier to sell. 

Naturally.* 


, #Naturally, too, you have to let people know you carry K-V. 


1 00 € | 


=) 


No. BOEB shelf standard 
and No. 180EB shelf bracket shown. 
Also-available in Satin Anochrome, 

Satin Brass and Statuary Bronze. 


i 


KNAPE & VOGT MANUFACTURING CO. 
"Grand Rapids, Michigan 49505 
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PROGRESSIVE BUILDERS REPORT: 


Honeywell Electronic Air 
Cleaners, Total Comfort, coming 
on fast. May be “standard soon. 


“We're the only local builder with the 
Air Cleaner standard, so we attract a 
lot of attention." 


5 


Mr. Walter В. Zimmerer: Clover Hill Estates, 
Colts Neck, New Jersey 
*My father and I are custom builders. 
We both have Honeywell Electronic Air 
Cleaners in our own homes. We know 
their value from firsthand experience. 
“Tn our homes we offer humidity con- 
trol, air conditioning and the Honeywell 
Electronic Air Cleaner. 
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Harold Grabow, Builder 
Developer of Waterford Village 
Waterford, Connecticut 


“Every home in Waterford Village is a 
Total Comfort Home. Heating, air con- 
ditioning, humidification control and 
the Honeywell Electronic Air Cleaner 
are all standard. Our Total Home Com- 
fort system plays a major role in our 
advertising and literature. It has given 
Waterford Village a real comfort image 
with the public. 

“Many of our prospects are already 
familiar with the Honeywell Electronic 
Air Cleaner. We deal with sophisticated 
clients who readily understand the bene- 
fits of air cleaning from reading the 
Honeywell advertising. Of course, if 
there are any allergies in the family, we 
have really hit the bullseye. Total Home 
Comfort is the new “hot item.” 


“Have one in my own home...1 know its value.” 


“About 60% of our customers order 
an Electronic Air Cleaner right away 
and our plumbing and heating contrac- 
tor sells the other 40% within a year or 
so after they move in. 

“I really stress the Electronic Air 
Cleaner because my homes are my sales 
exhibits, and I want them to look as 
good in five years as they do now." 


** Sell more Electronic 
Air Cleaners than 
air conditioning..." 


Mr. Richard Tomko 
Vice President, Keyes-Treuhaft Co. 
Cleveland, Ohio 


“Our firm is currently developing 
Landerwood Estates in Pepper Pike, 
Cleveland's finest suburb. Neither air 
conditioning nor the Honeywell Elec- 
tronie Air Cleaner is standard equip- 
ment, but we do install a Honeywell 
blank frame so the Air Cleaner may be 
added later. We familiarize all of our 
clients with the benefits of both. 

“We sell more Honeywell Electronic 
Air Cleaners than we do central air con- 
ditioning installations, and air condition- 
ing is receiving a lot of publicity as the 
big item in building today. Customers 
readily understand the health aspects of 
clean air plus the fact the Electronic Air 
Cleaner cuts redecorating and dry clean- 
ing expenses.” 
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"Total Comfort sold Ее 50 | | 
used it in office building.” 


Mr. Francis Koenig, Builder 
McLean, Virginia 


“Previously, I have built homes.in the 
Washington, D.C. suburbs. Each of my 
homes had a Total Home Comfort pack- 
age consisting of central heating, air 
conditioning, humidity control and 
Honeywell Electronic Air Cleaning. The 
Honeywell Electronic Air Cleaner kept 
my homes cleaner and made them easier 
to sell. 

“When I began building a 55 x 155 ft. 


*We are developing one 48-lot unit, 
Kinloch, and most of our homes are con- 
tract jobs. Consequently, the different 
features of the home are negotiated. We 
have no standard features as such, but 
the Honeywell Electronie Air Cleaner 
goes in most of our homes. In the homes 
where it doesn't go in, we usually include 
a Honeywell blank frame, because we 
feel the air cleaner will be added later. 
We used to leave space for air condition- 
ing because the power unit was usually 
added later; now all our homes are air 
conditioned. We feel that this is the same 
position that the Honeywell Electronic 
Air Cleaner is in now. It will soon be 
standard. 

“We have literature on the Honey well 
Electronic Air Cleaner, but we find most 
of our clients are already familiar with 
it. Some even bring it up before we do. 
I have two Honeywell Electronic Air 
Cleaners in my own home, so I can give 
a good testimonial if it's needed." 


office building which I own, I wanted to 
give my tenants the same cleanliness 
which I gave my home buyers. They are 
mostly professional people and they 
want the best. I installed six banks of 
Honeywell Electronic Air Cleaners and 
had no trouble leasing the entire build- 
ing. People are the same all over. Give 
them something with real value and they 
snap it up.” 


« ..like air conditioning was 
a few years ago." 


Mr. Jack Monroe, Builder 
Atlanta, Georgia 
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DUST, DIRT, 
POLLEN 


Honeywell Electronic 
Air Cleaner removes 
95%" of the dust, dirt 
and pollen passing 
through it. 


The Honeywell Electronic Air Cleaner 

fits in the return air duct of any forced 
air heating-cooling system and traps 
up to 19 times as many particles as 
ordinary mechanical filters. 


IONIZING 
SECTION 


COLLECTING 
SECTION 


In the Honeywell Two-Stage Electrostatic 
Precipitator, particles receive a strong posi- 
tive charge in the ionizer section. As they 
pass into the collector, the electrical field 
created by the alternately charged positive 
and negative plates hurls the particles onto 
the negative plates, out of the airstream. 


Only the large airborne particles can 
be seen, but the invisible particles do 
most of the real damage. They can 
irritate allergies, soil windows and 
drapes, and leave a dingy haze behind 
mirrors and pictures. 

The Honeywell unit traps particles 
so tiny that it would take about 7,000 
of them to stretch across this (.) dot! 

In anew home, the Honeywell Elec- 
tronic Air Cleaner may be included 
in the mortgage for under $2.00 per 
month. 

For more complete information and 
literature, write Honeywell, Dept. HH 
5-419, Minneapolis, Minn. 55408. 


*As measured by the National Bureau of 
Standards Dust Spot Method. 


Honeywell 
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Everything Hinges on Hager! 


HAGER HINGE COMPANY 
139 Victor St. • St.Louis, Mo. 63104 
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Add Elegance at Low Cost 


with LENAPE 
CERAMIC KNOBS AND PULLS 


Ш American-made, solid ceramic 
E Fired-on colors and designs 
Ш No paint or tarnish problems 
Ш All decorations 22 kt. fired-on gold 
@ Easy to install, inexpensive 
Ш Wide choice of styles and sizes 
B Available in custom decorations 


Write, wire or phone. 
Lenape Products, Inc. 


103 Stokes Avenue, Trenton, N. J. 08638 
Phone: (609) 882-7412 
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Baths 


Woodgrain shower wall 


—a new idea for bathrooms—is protected 


by plastic film laminated to substrate. Paneling comes in several grains 
as well as solid colors. Corners are silicone sealed. Goodyear, Akron, 
Ohio. Circle 245 on Reader Service card 


Self-rimming lavatory is in- 
stalled with special mastic and 
attached by "J" bolts. Round 
model shown is 18" in diameter; 
its shape permits installation in 
corner vanities, Comes punched 
for 8"-widespread or 4"-centerset 
fittings. Eljer, Pittsburgh. 

Circle 246 on Reader Service card 


One-piece toilet is an elon- 
gated model with a low silhouette. 
It is available for 12" rough-in 
and comes in several colors, in- 
cluding avocado. Features: push- 
button flush valve and centrifugal 
flushing action. Briggs, Warren, 
Mich. 

Circle 247 on Reader Service card 
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Plastic-faced panel of hard- 
board that can be installed over 
new or existing wall resists steam 
and heat. The 4'-wide panels are 
1%” thick and come in lengths of 
4' to 8’. Marbleized pattern is 
offered in pink or blue with gold 
accents. Barclay, Lodi, N.J. 
Circle 249 on Reader Service card 
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Upsons big 1/2” thick primed siding 
with its strong, engineered construc- Unsurpassed for utility, racking 
tion assures a long life. Precision strength, and built-in labor-saving 
cutting makes every inch usable сооту Төрө moor quahty 
ry A ? panels are popular in residential 
Invisible fasteners allow for nail free building for board and batten walls, 
application and automatically vent gable ends and decorative facades. 
the side. 1/2" primed siding has a Heat pa m oneal = 
: : construction gives these panels tre- 
high quality waterproof Upson core mendous racking strength. Matching 


and its factory applied prime coat batten strips are also available for 
provides excellent paint retention. distinctive shadow lines. 


Upson Point • Lockport, М.Ү. 14094 


1?" Face Primed All 
my building business 


PRODUCTS 


І Address 


ENGINEERED ü 


State Zip THE UPSON COMPANY 
Tr? LOCKPORT, NEW YORK B 


| am a [JC 
a Беле саз LL a mom ша аш шш md 
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The absolute 
finest... 


MIEETA FAUCET. COMPANY EE E 
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CHOOSE $22«c2z207z- BUILT-INS 
FOR KITCHEN GLAMOUR 


FREE...SEND TODAY! 
Complete catalog of 
"glamour" products to help 
create better, more beautiful 
kitchens and baths. Includes 
"where to buy" list for your 
locality. 


SWANSON 
MANUFACTURING CO. 


607 S. Washington St. 
Owosso, Mich. 48867 


Vent Fans Kitchen ‘*Kaddys’’ 


Can Openers 


Range Hoods 
Toasters e Clocks e Bath Scales 


158 Circle 108 on Reader Service card 
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Adhesives and sealers 
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Anchoring cement —a fine powder that sets rock hard within 20 
minutes—is said to be stronger than steel. Cement expands upon setting 
and can be used to anchor posts and rails to concrete. Preco, Plainview, 


-. 


Long Island. Circle 225 on Reader Service card 
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Latex caulking sticks to most 
clean surfaces and dries quickly. 
Water-based compound can be 
applied over damp surfaces. It 
comes in J4o-gal. cartridge. Fort- 
ress, Kansas City, Mo. 

Circle 226 on Reader Service card 


Bentonite compound prevents 
leaks in roofs, decks, overpasses 
and joints. Poured dry into cracks, 
sealant swells on contact with 
water. American Colloid, Skokie, 
Ш. 
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Waterproofing chemical pene- 
trates wood surface to seal out 
moisture from within and prevent 
rot. Product serves as primer for 
oil- or water-base paints. Chem- 
stop, Burbank, Calif. 

Circle 228 on Reader Service card 


New products continued on p. 166 


Circle 109 on Reader Service card > 


Good old dependable Schumacher brings you the 
Cross- Buck wood combination door, the perfect 
adjunct for the Early American home. We quality- 
build this door from the word go, beginning with 
our own lumber processing facility in Utah, so you 
can count on it to serve your customers right. 
Complete with inserts in a wide size range. Avail- 
able with or without "flow-coat" off white prime. 


Wood louver doors, blinds or shutters from good old 
dependable Schumacher are available in a wide range 
of sizes and styles. They're made of fine Ponderosa 
Pine. They come to you ready for final painting and 
staining, or you can buy them with our "flow-coat" 
prime in off white. Either way, they'll add an im- 
portant extra touch of class to anything you build. 


——— 


H 
+ 
^ 
v 
M 


| | 
| — Ғ.Е. SCHUMACHER СО. um — .— — —  .. O i 
| Hartville, Ohio 44632 | 
Gentlemen: m c ————— ia TE r 6588 | 
| Please send me information on | 
| Schumacher Cross-Buck combina- Address rA `_ жеге ШЕУ EOS | 
tion doors and Schumacher wood | 
| louver doors, blinds and shutters. CCSEC COP TNNT T ES COCHE IUE i 
| HH-5E£ | 
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Build now, paint later. 
Faster. Easier. 


With brand-new-on-the-market 
Barrett Primed Siding. 


We like to take our cues from our cus- 
tomers. So when a lot of builders start- 
ed asking for a fully primed siding that 
delivered dependable quality at a 
realistic price, we went to work. And 
now builders can go to work with the 
best primed siding around. 

Fully primed means that final paint- 
ing can be delayed for up to 90 days 
after application. No more worries 
about the weather because Barrett 
sidings are fully protected.The factory- 
applied prime coat also gives good 
paint bite. Coverage is faster, more 
even and requires less paint. Real 
economy. And call-backs are practi- 
cally eliminated. 

Barrett Primed Siding goes up fast 


MAY 1967 


and easy, too. No special tools are 
necessary because you cut and nail it 
just like wood. A reversible edge 
makes for minimum waste and maxi- 
mum usage for gable cuts. 12" widths 
and the 16’ length help speed installa- 
tion time foradded savings. And Barrett 
Primed Siding won't split or check. 

Variety? You can get Barrett Hori- 
zontal Lap Primed Siding in 8, 10, and 
12" widths, and 16’ lengths; also V- 
Grooved and Plain Panels 4’ wide, in 
8, 9 and 10’ lengths. 

For a free brochure that tells about 
building with Barrett Primed Siding, 
write to: Fabricated Products Division, 
Allied Chemical Corporation, Dept. 
HH-4, 40 Rector St., N.Y., N.Y. 10006. 
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wanted ө 


HOW WOULD YOU LIKE TO INVEST 
IN AMERICA'S NEWEST NEW TOWN? 


...that they were new advertisers 
in 
HOUSE & HOME 
in the first quarter of 1967 


Anaconda American Brass Logan Co. 

Arbor Homes, Inc. Marbon Chemical 

Armco Steel Corp. Moen Faucet - 

Berns Air King Corp. Morgan-Wightman 
Bethlehem Steel Corp. Northern Homes 
California Redwood Association Ozite Corp. 

Caesar Callan Homes Rangaire (Chambers Div.) 
Certain-Teed Products Corp. Rangaire (Cobell Div.) 
Compotite Shower Pan Rangaire (Roberts Mfg. Div.) 
Culligan, Inc. Rez Co. (Div. PPG) 
Fastener Corp. Rowe Mfg. Co. 

Empire Stove Co. Sloane Mfg, К. & б. 

Fasco Industries, Inc. Southern Cal. Edison Co. 
Ed Fountain Lumber Co. Spee-Flo Co. 

Hager Hinge Co. Van-Ler Homes, Inc. 
Holub Industries, Inc. Velsicol Chemical Corp. 
Instant Landscape West Coast Mills, Inc. 
International Harvester Willamette Valley Mfg. Co. 
Kool-0-Matic Corp. Wing Products 

Koppers Co. Woman's Day Magazine 


For Information Call: 


Howard D. Mills, Jr. 
(914) 692-44 
R.D. 2, Middletown, N. Y. 
0940 
Township of Wallkill, 
County of Orange 


They'll appreciate it. 
And so will we. 
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Wood? 
No, Nylon! 


New DuPont Nylon Shutters meet demand for 
low maintenance, pre-finished, high-quality 
materials...give you fast, easy installation 


Made of tough Du Pont Nylon, these pre-finished 
shutters won't rot, crack, dent. Slats can't fall out. 


They're easy to install. One man can put up a pair 

in 5to 6 minutes on any siding or masonry. No 
special tools needed. АП painting and puttying 
eliminated. And they have the look of fine woodwork. 
The durable factory finish—in black, white, dark 
green—won't blister, chip, peel. Once they're installed, 
there's almost no upkeep. If homeowner ever wants to 
change colors, they can be easily repainted. 


On your next job include the most practical shutters 
ever made—Du Pont Nylon Shutters. They'll save you 
money. For full details, contact Du Pont Building 
Products, Room N-2539, Wilmington, Del. 19898. 


"Our buyers like the authentic colonial styling 

of Du Pont Nylon Shutters," says W. Hamilton Crawford, 
developer of 1,300-acre Crofton, Maryland. “We like 
their easy installation and low maintenance." 


BUILDING PRODUCTS 
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BUILD FAST— BUILD EASY 
BUILD QUALITY 
AND VARIETY WITH 


FORD 
HOMES 


FAST, because you get a more completely 
fabricated house with more items factory 
assembled into larger sections. 


FLOOR PANELS may be as large as 8 x 28 
feet and come to you with finish flooring laid, 


sanded and filled. 


WALL PANELS up to 16 feet long; sheathing 
and drywall applied; insulation, rough wiring, 
doors, windows and trim factory installed. 


CEILING PANELS 8 feet wide with drywall 
applied to underside of joists and insulation 
and rough wiring installed. 


ROOF PANELS with rafters 16” о.с. and 
plywood sheathing applied. 


EASY because the sections are swung into 
place with an hydraulic crane mounted on one 
of the tractor-trailers that delivers the house. 


QUALITY because Ford Homes are engineered 
for structural soundness and are built of top 
grade, brand name products. 


VARIETY because Ford Homes are available 
in all styles including ranch, cape cod, split-level, 
split-foyer and two story. 


And FORD Homes are under roof in one day! 


Get your share of the quality market, with 
the complete Ford Quality Package. 
Write on your Company letterhead! 


Шш 


FORD, 

INC. 375 W. Main Street, 
c McDonough, N. Y. 

Manufacturing Franchises 

Available in Some Areas 
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YOU'RE 
| 
1000 
ОМРАНТ 


House & Ноте 


is now 


the building industry 


publication 


with the most 


individually 


paid subscriptions 


among builders 


and contractors 


HOUSE & HOME 


If your filing problems 
have you hung up, 
hang them up. 


We'd like to show you 
how to save filing space, 

se time, and iens 
J compact Vertical Filing 
MK Starter Kit will hang up 
to 200 sheets, clean and 
free of holes and wrinkles, 
in a minimum of space. 
You'll be able to find and 
file plans fast. [ ] Starter kit 
includes a 12" Wall Rack, 2 
Pivot Brackets, 2 patented 
Binders, and a pair of Table 
Clamps that keep plans from 
falling off your reference table. 
Delivered price is only $22.80 
(24" binders), $23.80 (30"), $24.80 
(36"). Send check or money order to 

Plan Hold, Dept. нн», P. О. Box 3458, Torrance, 
Calif. 90510. California residents add 4% sales tax. 


NN 
Ø) *PLAN HOLD CORPORATION 
mi Torrance, California & Aurora, Illinois 
Plan Hold Company of Canada. Toronto, 18. 


World's Largest Manufacturer of Plan Filing Systems 
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-proof 


MIRROR FRAMES 


in stainless steel or extruded aluminum 


STAINLESS STEEL  Consists of a reinforced frame and 
a special hanger with built-in spring locks . . . no ex- 
posed fasteners. 5 stock sizes, special sizes up to 12 
feet. Finishes are satin or polished. Tamper-proof steel 
shelving and accessories available. 


EXTRUDED ALUMINUM Heavy duty extruded frames 
are doubly reinforced with extruded corner keys. Special 
interlocking brackets and hangers make installation easy. 
Secures to wall without exposed screws or bolts. Avail- 
able in all sizes. Finishes are buffed, polished and brush 
satin in anodized natural and anodized gold. Tamper- 
proof shelving is available, 


See your jobber, or write direct to 


REGAL P.O. BOX 108, FLINT, MICHICAN 


Subsidiary of Engineered Products Company 
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SUBSCRIBERS 


House & Home 


is available only by paid subscription. The pub- 
E lisher reserves the right to refuse nonqualified 
subscriptions. Position and company connection 
must be indicated on subscription orders for- 
Ё warded to address shown below. Unconditional 
guarantee: The publisher, upon written request, 
agrees to refund the part of the subscription price 
* applying to the remaining unfilled portion of the 
subscription if service is unsatisfactory. 


CHANGING ATTACH LABEL HERE 
Please give five weeks notice before change of address becomes 


effective. Attach mailing label here and print your new address 


YOUR below. If you have any question about your subscription, include 
address label with your letter. 


MAIL TO 


| 
| 
| 
| ADDRESS? House & Home, 540 N. Michigan Ave., Chicago, 111. 60611 
| 
| 
| 


name 
| address 


| 
| 
| 
| 
| 


city X 3 zip code 
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BIG DOLLAR 
SAVINGS — 


WHITE PRINTS 


Now ... Engineers, Architects, Draftsmen can duplicate ''D''- 
size prints at the rate of 200 per hour and only 1¢ per square 
foot* (material costs) using the Semi-Automatic Blu-Ray 842-M7. 
This compact unit is portable; can be used anywhere; needs no 
special wiring, venting or plumbing. Just plug ЇЕ іп... no waiting 
for warm-up . . . throat capacity up to 42 inches. 

Blu-Ray is fast, easy to изе... no worry about messy liquids, 
cleaning up, mix-up or wash down. Virtually maintenance-free 
... you have to see it to believe it. Circle appropriate Reader 
Service Card Number below or contact Blu-Ray for more infor- 
mation and a free copy of our 44 page Reproduction Guide 
.. . по obligation, of course. 


ВИЯН? 


BLU-RAY, Incorporated 
3242 Westbrook Rd 
Essex, Conn. 06426 
Phone (203) 767-0141 


Blu-Ray Reader 


Service Card Number is 
112 
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VACUFLO 


THE BUILT-IN CLEANING SYSTEM 


A MODERN BUILT-IN 
TO HELP YOU CLOSE THE SALE... 
FASTER 


Built-in cleaning has strong appeal for both sexes. 
Women like the modern, fingertip convenience—men 
appreciate the extra value a system adds to a home 
at resale time. And with VACUFLO, you really have 
features to sell—100% fulltime vacuum power (no 
bags or filters), whisper-quiet operation, no dust 
recirculation. What's more, you're backed by time- 
proven dependability. Thousands of VACUFLO sys- 
tems have been installed in this country and abroad 
over the past 12 years. Choose VACUFLO—be “опе 
step ahead" of competition this year, Send for de- 
tails: H-P PRODUCTS, INC., Louisville, Ohio 44641. 


) Please send complete details 
on VACUFLO systems 
( ) Please contact me soon 


Name 


Title 


Firm 


Address 


City 


Zip Code 


Telephone 


Area Code 
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Wood sliding- —X c “has 
steel mortise-tenon joints and 
wrap-around vinyl boot glazing 
with single glass or %” insulat- 
ing glass. Stiles and rails are 
laminated to heavy-gauge alumi- 
num core. Coast Sash and Door, 
Tacoma, Wash. 
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Doors and windows 
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Multi-paneled solid-wood door of vertical-grain Douglas fir or 
hemlock has a latticework grille that accents deeply carved design. It 
comes in widths of 3'0" and 3'6". Grille is optional. Simpson, Seattle. 
Circle 215 on Reader Service card 


Wood anmo ЕЕ door has 
pine millwork and solid-oak sill, 
plus insulating glass and full vinyl 
weatherstripping. Door glides on 
four sets of tandem rollers. Alu- 
minum nosing forms track for 
heavy-gauge aluminum screen 
door. Malta, Gahanna, Ohio. 
Circle 220 on Reader Service card 


HOUSE & HOME 


NEW PRODUCTS 


start on p. 143 


Condensation - free window 
—actually two windows joined to 
form a thermal barrier—is sug- 
gested for electrically heated 
houses. Manufacturer promises 
insulation superior to conven- 
tional insulating glass. Thermal 
King, Litchfield, Ill. 
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Tedlar film is now used to sur- 
face manufacturer's full line of 


fiberglass upward-acting garage 


doors. The pre-formed fluoride 
finish resists stains and weather- 
ing. Doors are guaranteed against 
wear and weathering for 15 years. 
Raynor, Dixon, Ill. 
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Single-hung window is de- 
signed for high-rise buildings. 
Window, of aluminum, is built to 
withstand hurricanes and is said 
to exceed structural and water 
resistance codes. Sash comes out 
without removing balances. Stan- 
ley, New Britain, Conn. 
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B. 14 
Three carved panels are part of a line of Douglas-fir entrance doors. 


The panels are handcrafted and assembled in dowel-joint frames. Entire 
door may be painted, antiqued or stained. Nicolai, Portland, Ore. Circle 


221 on Reader Service card 
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New products continued on p. 168 


The most successful line of 

LEISURE HOMES YOUR KEV quality leisure homes in the 
west is now being offered for 

the first time on a national 

10 PROFITS FOR 1007 basis. These award winning 

homes are available in 


engineered precision cut material packages designed to fit any lot or setting 
with guaranteed delivery to any area. Inquiries are invited from established and 
progressive building materials retailers, general contractors, 
real estate brokers, and developers serving leisure home areas. 
Tell us about your area and organization, ч 

and we will tell you how the Serendipity Concept Et 


can enhance your total marketing program for 1967. " 


serendipity 


HOMES, INCORPORATED 
1858 W. 166th St., Gardena, Calif. 90247 


*“the gift of finding valuable or agreeable things not sought tor” 
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Designing a pool 
into your next project? 


h.m. Cc a 
ттан. 


It makes sense to specify 


Paragon) quality pool products 


here’ why: 


reaching effect upon the design of any commercial, institutional or 
residential pool. That’s because excellence — in durability, perform- 
ance and appearance — is the only standard we accept. As a result, 
Paragon equipment has become the largest single grouping specified 
and selected by architects. 


The built-in, no-compromise quality of Para- 
gon pool products and equipment has a far- 


If you need technical information, specification sheets and data, we 
will be glad to answer your request. In addition, our skilled. staff is 
ready to aid you with special custom fabrication requirements — 
please submit details. See our Sweet's Architectural Catalog File 
36c/PA or write for your copy. 


кти 


Paragon Swimming Pool Co., Inc. e Dept. HH • Pleasantville, N.Y. 10570 


| Please send me a copy of Sweet's Arch. Catalog File 36c/PA. | 
. | АМЕ: | 2. eine а eon yeh reste RO D DEIN ODE EDENDI | 
ADDRESS: еы oa ori Tullo. eha plar Fa ао e АЛАЙН. De eU PAASA e Жу ТАШ 
ТААС УИ SAVE. а. iei sla Tena eS ZH oC 
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Sheet-vinyl flooring, in an em- 
bossed pattern, comes in seven 
colors and in widths up to 6’. 
Engineered for commercial appli- 
cations, the flooring is a sand- 
wich consisting of thick vinyl 
wearing surface, foamed inter- 
layers and asbestos backing. 
Ruberoid, New York City. 
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m wood-plank flooring. То 


regularity of parquet flooring. Antique-patterned tiles соте in seven enhance the natural wood effect—and simulate individual planks and 
wood-color tones. They measure 12" square and %” thick. Robbins, joints—tiles are lightly embossed. They come in light and dark oak 
Tuscumbia, Ala. Circle 255 on Reader Service card tones. Armstrong, Lancaster, Pa. Circle 257 on Reader Service card 
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Mandell Shimberg and 


Morgan Woods is a development of medium-sized, 
medium-priced homes in which the outstanding char- 
acteristic is an atmosphere of quality. 

Significant is the effectiveness with which garage 
doors have been blended into the over-all scheme of each 
house frontage—echoing the colors, repeating decorative 
accents, such as shadow moldings, so that the door 
ceases being a separate entity and becomes a part of the 
whole. In effect, it disappears. 

Morgan Woods proves that this is a good way to 
integrate one of the largest areas in the entire home 
frontage, the garage door—and have it mean something 
in prestige and buyer appeal. But, you must start with 
the right door. 

Crawford Model 466 Stylist Garage Door contrib- 
utes the unlimited versatility of its plain, flush surface, 
the easiest of all to decorate and a background upon 
which the simplest decoration takes on character, 
effectiveness and—the unmistakable look of quality. 
Write for Bulletin 2901-B or see your Crawford 
Distributor. 


uS 


Crawford Door Company ^ бах 


Subsidiary of Jim Walter Corporation ^ 


4270-29 HIGH STREET, ECORSE, MICHIGAN 48229 
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Vinyl-asbestos tile is embossed with a slate texture said to resemble 
natural cut stone. Flooring comes in four colors: light buff, beige-brown, 
white-on-white, and light olive. Azrock, San Antonio. Circle 258 on 


Solid-vinyl tile has a travertine texture as well as cape pattern. 
It measures 12” square and comes in six colors: blue, white, avocado, 
maple, gold and dark brown. Goodyear, Akron, Ohio. Circle 260 on 
Reader Service card 


Vinyl-asbestos Goother ج‎ is de- 
signed with an embossed pattern 
that simulates random-size patio 
brick. Suggested uses: in foyers 
and kitchens. Tiles are available 
in four colors: white, beige, 
green and brick red. Johns-Man- 
ville, New York City. 
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Mandell Shimberg, Jr. 
of LaMonte-Shimberg 
Builders, Inc., Tampa, 
considers ''the 
disappearing door’, 
Crawford Model 466, 
a definite asset 

in helping him 

to sell homes. 
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Sheet- -vinyl flooring cotubiBes 
the look of travertine with a swirl 
pattern. It comes in three widths 
—6', 9' or 12'—and in seven 
color combinations including 
white with gold, beige with 
orange and brown. Mannington 
Mills, Salem, NJ. 
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Two more of 
over 100 
decorator 


= CLASSIC 

= Grote-quality cabinet 
with exquisitely 
carved gold frame 
in basic oval shape 
lovely in any setting. 


of mirrors 


without sacrificing that 
needed storage space 


ANTOINETTE 
Cabinet with superbly sculp- 
tured gold frame reflecting both 
the good taste and the affluence 
of a golden era. 


How can you sell your home or rent your apartment weeks 
earlier? With the opulent touches you can provide with decorator 
bathroom cabinets at less cost than with anything else. And with 
more opulence for fewer dollars from Grote than from any other. 


Not to mention the space-enlarging effect with mirrors that will 
make a compact bathroom look twice as іс... without sacrificing 
the needed extra storage space provided by the cabinet. 


Grote has bought a whole mirror plant (Hagemann of Shelby- 
ville, Ind., famous in mirrors since 1892) to bring you the most in 
mirror sales-magic. Mirror-doors on bathroom cabinets, rolling or 
fixed wall mirrors, decorator mirrors for every room in the house. 


This complete integration of our mirror manufacturing gives us 
something most important to you, the builder: complete quality 
control from selection of glass through silvering, backing, framing, 
and mounting devices. 


Count on Grote for all the sales magic you can work with 
mirrors. Get the formula from our new 32-page full color catalog. 


THE MANUFACTURING CO. 
PO Box EM-766, Madison, Indiana 47250. 


Sure, we want the formula for mirror-magic in bath- 
room cabinets, to sell or rent weeks earlier. Send us 
your new 32-page full color catalog. 


Firm Name 

Street 

City State Zip 
Signed Title 
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Lighting 


Hand-blown glass chandelier, in opaline glass with gold accents, 
accommodates up to 60-watt flame-tip lamps. Model is 19" high and 
has a 20" spread. Maximum drop from ceiling: 45". Thomas, Louisville, 
Ky. Circle 200 on Reader Service card 


Makeup light strip is designed for use with powder-room and bath- 
room mirrors. Strip is cast in a flowing leaf pattern with an antique-gold 
finish. Three versions: four-, six-, or eight-light segments. Halo, Rose- 
mont, Ill. Circle 201 on Reader Service card 


Wrought-iron chandelier— 
part of manufacturer's Mediter- 
ranean line—incorporates a leaf 
pattern and takes 60-watt cande- 
labra bulbs. Chandelier is 28" in 
diameter and 20%” high. Maxi- 
mum suspension: 38". Del-Val, 
Willow Grove, Pa. 
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Four-light chandelier with 
candelabra base is offered in two 
finishes:'black or florentine white. 
Model is fashioned in a Mediter- 
ranean motif and has these di- 
mensions: spread, 11"; length, 
17"; over-all drop, 43". EJS, Los 
Angeles. 
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This is the new, exclusive 
Wind Seal Jet-the finest 
medium-weight shingle 
we have ever made. 


It is self-aligning, and with no cutouts it lays fast. 
It is hurricane and fire resistant. It weighs 
approximately 237.6 pounds per square with 
most of the weight on the double-surfaced thick 
butt where the wear is. It is random embossed 
and gives a roof a beautiful long-line look. It 
comes in a rich array of colors. We believe this is 
the shingle of the future — available now! 


BIRD & SON, inc. 
Box HH-5, East Walpole, Mass. 02032 


Please rush information on the new Bird Wind 
Seal Jet. Also send me information on: 


O Bird Vinyl Siding [1 Bird Vinyl Shutters 
[] Bird Vinyl Gutter Systems 


Name 


Address — — eee 


BIHD County 
East Walpole, Mass., Chicago, Ill.; City EEE 
Perth Amboy, N.J.; Charleston, S.C. State Zip 


n HX———————— nli | 


Dooce anası Shreveport, La.; Bardstown, Ky. 
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WANTED 
PRESIDENT 


Kaufman and Broad sales increased some 6046 to $43.3 
million during 1966, with profits before Federal Income Taxes 
increasing 16646 to $2.53 million, the greatest growth of any 
large company in the housing industry. 

As a result of our planned expansion, we need a highly- 
qualified man to become president of a major subsidiary. The 
executive chosen will run a large, independent operation as 
though it was his own business, but backed by the resources of 
a $26 million corporation. Candidate must have the following 
qualifications: 

1. Entrepreneural qualities coupled with extremely high 

intelligence and education. 

. Experience running a multi-location, high volume 
housing operation, preferably in business for himself 
or as a General Manager. 

3. Be hard-driving, personable, persuasive and articulate. 

To the right man we offer a good salary, cash and deferred 
profit sharing programs, stock options, plus great opportunity 
for growth. 

Write directly to me, Eli Broad, giving complete informa- 
tion in your first letter. Sorry, no telephone calls. 


P.S. We are also looking for two hard-driving Marketing 
Managers with multi-location experience. 


: KAUFMAN AND BROAD 
BUILDING COMPANY 


10889 Wilshire Boulevard - Los Angeles, California 90024 
Listed on the American and Pacific Coast Stock Exchanges. 
Offices presently in Detroit, Chicago, Phoenix, Los Angeles. 
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heating = humidification = 
cooling - dehumidification = 
electronic air cleaning 


ALL ІП ОПЕ PACKAGE 
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WILLIAMSON'S 


ПЕШ "FIUE-II-OTIE 
o =] 


Smartly styled and handsomely streamlined, the new 
"Five-In-One" is a furnace, humidifier, cooling/ 
dehumidification unit and electronic air cleaner com- 
pletely enclosed in a single casing. Best of all, the new 
"Five-In-One" costs less and takes less space than a 
combination of comparable capacity elements pur- 
chased as separate units and assembled into a total 
comfort package. 


The WILLIAMSON "Five-In-One" is available for use 
with natural gas, L.P. gas or fuel oil. Heating capacities 
range from 80,000 BTU/H to 150,000 BTU/H. Cool- 
ing capacities available from 25,000 BTU/H to 57,000 | 
BTU/H. ^ 88| Front and rear 


sections with 
panels removed. 


It will be well worth your effort to take a good “look- 
see" at WILLIAMSON—the broadest line of quality resi- 
dential heating and cooling equipment in the industry. 


THE WILLIAMSON COMPANY 


Dept. R-90 
3334 Madison Road, Cincinnati, Ohio 45209 
(513) 731-1343 
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Prefab playhouse—designed to promote wood-components warranty 
program—can be built with a plan offered free by the manufacturer. 
Features: a steep roof, porch and Dutch door. Weyerhaeuser, Tacoma, 
Wash. Circle 235 on Reader Service card 


Service basin for installation in 
mud rooms, basements or garages 
is molded from simulated stone. 
Dimensions: 36”х24”х10”. Colors 
include beige and white. Fiat, 
Plainview, Long Island. 
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Portable geodesic dome for storage at construction sites is formed 


‚ U m 
Wax gasket for difficult wall- 
hung toilet installations has been 
designed to compensate for align- 


ment variations. Ethane-rein- 
forced and economy models. 
William В. Harvey, Omaha. 
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from triangular panels of exterior-grade plywood. Dome can be dis- 
assembled, moved and reassembled in eight hours by three men. Price 
& Rutzebeck, Hayward, Calif. Circle 238 on Reader Service card 
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People Who Give 


A Hang Ask For 
SOSS 


Invisible Hinges 


Why? Simply because our patented 
hinge hides itself, so closed doors, lids 
or hoods present unbroken flush sur- 
faces. Exposed brass and space gaps 
disappear. For distinctive custom 
elegance, you'll enjoying hinging your 
home invisibly . . . especially if you 
give a hang. 

SEE OUR LISTING 

IN SWEETS CATALOG 


For full information 
and prices, send name, 
address and zip code fo: 


SOSS 


MANUFACTURING 
COMPANY 
LHH-6 e P.O. Box 8200, 


les 


Harper Station, Detroit, Michigan 48213 
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It’s called Thermopane: ' 


او 


| 


i ا‎ === 


It's the flat skinny опе. 

All leading Wood window manufacturers 
now offer it in windows instead of single 
panes of glass. So home buyers will 
never need storm windows. 

Nothing to put up or take down. 

No extra panes to wash. 

It's called Thermopane insulating 
glass with the GlasSeal® edge. 


It's made of Blass fused to glass at the 
edges. And thé space is sealed so the 
dry insulating air inside can't get out. 
Nor dirt and moisture get in. 

(Even old bottles don't leak.) 

We sign our bottle in the corner so 
you know we stand behind it. 

Thermopane with the GlasSeal edge 
is the only kind of bottle 


Libbey-Owens:Ford makes. 

And it's now available for almost every ! 
size and type of window you need. 

Thermopane insulating glass costs a 
little more than ordinary glass. 

But maybe it should cost even more 
than windows plus storm sash. 

Look what it saves in bother. 
Libbey- Owens: Ford Glass Co. Toledo, Ohio 43624 


NEW LITERATURE 


For copies of free literature, circle the indicated 
number on the Reader Service card, page 180. 


ANODIZED ALUMINUM. Full-color brochure de- 
Scribes manufacturer's anodic finishes. It in- 
cludes sections on color and alloy selection, 
design and fabricating. Also: color chips of the 
five colors available—gold, light amber, amber, 
statuary bronze and black. Twelve pages. Kaiser 
Aluminum, Oakland, Calif, Circle 301 on Reader 
Service card 


TEXTURED METAL CEILINGS. The advantages 
of metal ceilings—acoustical efficiency plus struc- 
tural strength—are enumerated in a product bro- 
chure. For commercial applications. E. F. Hauser- 
man. Cleveland. Circle 302 on Reader Service 
card 


LAP SIDING. Application instructions for manu- 
facturer's lap siding are illustrated and keyed. 
Catalog includes general-construction as well 
as finishing data. Masonite, Chicago. Circle 303 
on Reader Service card 


WIRE-STRIPPING SCREWDRIVER. Tool that 
strips insulation from plastic- or rubber-covered 
wire is displayed in a product sheet, Screw- 
driver can be used for stranded or solid wires 
and accommodates лус sizes from 12 to 20. 
Marfree, Detroit. Circle 304 Reader Service card 


REDWOOD SIDING AND PANELING. Two 
full-color data sheets illustrate redwood paterns 
and finishes. Included: information on grades, 
surfacing and sizes. Union Lumber, San Fran- 
cisco. Circle 305 on Reader Service card 


WOOD ROOF TRUSSES. А specification catalog 
for the fabrication of  light-metal-connected 
wood trusses defines type of steel to be used 
as well as species and grade of lumber. It out- 
lines information that should be included on 
roof truss engineering drawings and also lists 
authorized truss-plate manufacturers, For a copy 
send $1.25 to Truss Plate Institute, P.O. Box 
253, Perrine, Fla. 33157. 


OVER-THE-FLOOR EXTENSION CORDS. Full- 
line product brochure includes pre-wired electri- 
cal units, components, fittings and tape. Rubber 
duct and fittings can be removed and used else- 
where. Included: installation tips, Ideas, Laramie, 
Wyo. Circle 306 on Reader Service card 


OIL-POWERED WATER HEATER. Thermostati- 
cally controlled booster water heater for com- 
mercial applications is discussed in a specifica- 
tion sheet. Storage capacity: 40 gal. Glass-Lined 
Water Heater, Cleveland. Circle 307 on Reader 
Service card 


UNIT VENTILATORS. Twenty-five finishes for 
floor and ceiling unit ventilators are presented in 
a color selector. Top, front and base surface 
tones are shown separately to simplify selection. 
Modine, Racine, Wis. Circle 308 on Reader Serv- 
ice card 


ROOM AIR CONDITIONERS. Directory lists 1,- 
370 models of 50 brand-name participants in the 
National Electrical Manufacturers Assn. certifica- 
tion program. First section includes models de- 
signed primarily for window installations; the 
second, those for through-the-wall installation. 
NEMA, New York City. Circle 309 on Reader 
Service card 


ALL-NAILED TRUSSES. A nine-minute, 16-mm. 
sound film examines testing of all-nailed trusses 
with spans 60’ and longer. Film is available on a 
loan basis to interested builders, building-ma- 
terials dealers and architects. For a copy write 
to: Wood Research Laboratory. Virginia Poly- 
technic Institute, Box 361, Blacksburg, Va. 


BLACK WALNUT. The properties and advan- 
tages of walnut are enumerated in a 12-page 
brochure that displays 15 figure types. Included: 
comparisons with other hardwoods and new 
finishing techniques. American Walnut Manufac- 
turer's Assn. Chicago. Circle 310 on Reader 
Service card 


FLUSH DOOR DESIGNS. A pocket-size refer- 
ence presents more than 200 door styles. In- 
cluded are prefabricated door lites, louvers and 
decorative moldings. Thirty-two pages. Visador, 
Jasper, Tex. Circle 311 on Reader Service card 


FRAMING ANCHORS. Anchors can be used 
in any number of applications where one 2" 
minimum thickness member joins another. In a 
single style with "slots" that permit bending on 
the job site, they can be formed into six configura- 
tions. Specification sheet is one of a series. 
Timber Engineering Washington, D.C. Circle 
312 on Reader Service card 


LAWN IRRIGATION. Full line of automatic 
and manual equipment is illustrated in a 60-page 
catalog with price list. More than 200 items 
are featured—including automatic controllers, 
remote control valves, spray heads, pop-up 
sprinklers and a wide selection of accessories. 
Rain Bird, Glendora, Calif. Circle 313 on Reader 
Service card 


ADHESIVE APPLICATOR. A push-button ap- 
plicator that regulates adhesive flow into brush 
is the subject of a four-page brochure. Model 
is equipped with pressure tank that dispenses 
adhesives of average viscosity at 20 psi. изм 
Chemical, Boston, Mass. Circle 314 on Reader 
Service card 


SELF-DRILLING SCREWS. Screws that com- 
bine drilling and tapping fasten materials up 
to 0.0625” thick in less than five seconds. A 
pocket-size booklet includes diagrams of strip- 
out torque, holding power of head serrations and 
instructions on how to drive with standard power- 
driving tools. Parker-Kalon, Clifton, N.J. Circle 
315 on Reader Service card 


BATHTUB ENCLOSURES. Decorator line in- 
cludes three sliding doors of aluminum-framed 
plastic panels in a wide range of patterns and 
colors. A four-color product sheet illustrates 
three designs. K-Lux, St. Louis. Circle 316 on 
Reader Service card 


PLYWOOD SIDINGS. Applications and prop- 
erties are examined in a guide to siding grades 
based on the new product standard for soft- 
wood plywood. Photos illustrate surface tex- 
tures. Sections deal with insulation values, code 
acceptance, finishing instructions and specifica- 
tions. American Plywood Assn. Tacoma, Wash. 
Circle 317 on Reader Service card 


FIBER SEWER AND DRAIN PIPE. Literature 
explains manufacturer's offer to ship fiber pipe 
in standard fork-lift units at no extra charge. 
Also: truck and load requirements. Kyova Pipe, 
Ironton, Ohio. Circle 318 on Reader Service card 


DOOR CHIMES AND PUSHBUTTONS. Full 
line—covered in a four-color product sheet— 
includes 12 pushbuttons and 11 electric chimes. 
Two non-electric chimes are suggested for small 
homes and apartments. Broan, Hartford, Wis. 
Circle 319 on Reader Service card 


DECORATIVE CONCRETE. A 20-minute sound 
film illustrates new ways to design and build 
outdoor-living features including patios, pools, 
courts, walks, walls and fountains. A descrip- 
tive folder is available. Portland Cement Assn., 
Chicago. Circle 322 on Reader Service card 


CONCRETE PRODUCTS. Full-line catalog pre- 
sents floor materials, admixtures and non-shrink 
grout and mortars. Graphs and charts give per- 
formance ratings, estimating data and suggested 
specifications. Length: sixteen pages. Master Build- 
ers, Cleveland, Ohio. Circle 323 on Reader Service 
card 


DATHROOM VANITIES AND ACCESSORIES. 
Eleven vanity styles—along with swatches of 
laminated-plastic surface patterns—get the spot- 
light in a fullline catalog. Featured: a new 
finish that simulates wood. Formco, Cincinnati. 
Circle 324 on Reader Service card 


FUNGICIDAL ROOFING GRANULES. Granules 
designed to prevent roof discoloration (common 
in the South) caused by algae are available in 
granule sizes 9 and 11. A brief product report 
contains test results. 3M, St. Paul, Minn, Circle 
325 on Reader Service card 


TOOLS AND EQUIPMENT. Full-line specifica- 
tion catalog for earthmoving, building, materials- 
handling and landscaping equipment runs 98 
pages. Examined: engine ratings, drive-train data, 
horsepower curves and weights and measure- 
ments. Also: information on financing arrange- 
ments. John Deere, Moline, Ill. Circle 230 on 
Reader Service card 


ELECTRICAL FIXTURES AND WIRING. Prices, 
selection and application information for a com- 
plete line of electrical distribution equipment are 
included in an 180-page illustrated catalog for 
electrical contractors and distributors. I-T-E 
Circuit Breaker, Philadelphia. Circle 231 on 
Reader Service card 


BUILT-UP ROOFING. Comprehensive 44-page 
guide—with diagrams—outlines specifications and 
procedures governing use of manufacturer's roof- 
ing products. Included are a roofing-specifica- 
tion index, flashing details, roof-insulation data 
and information about Guaranty Bonds. Allied 
Chemical, New York City. Circle 232 on Reader 
Service card 


ELECTRIC SCREED. The advantages of an 
electric-powered screed—it gives off no fumes 
when used within enclosed areas—are sum- 
marized in a product brochure. Includes specifica- 
tions, Kelly Industrial, Beresford, S.D. Circle 233 
on Reader Service card 


BATHROOM VANITIES. Four-color catalog dis- 
plays full line of vanities with simulated-marble 
tops in several colors including pastels. Duractie, 
San Rafael, Calif. Circle 234 on Reader Service 
card 


SEAMLESS RESILIENT FLOORING. Four-color 
brochure summarizes advantages of seamless 
flooring for both residential and commercial ap- 
plications. Includes short-form specification. Seam- 
less Systems, St. Louis. Circle 340 on Reader 
Service card 


SUMP PUMP MOTOR. A 1/3-hp, split-phase 
motor, designed to fit most standpipes, is the 
subject of a four-page bulletin. Includes dimen- 
sion diagrams, motor ratings and information on 
how to order from manufacturer. General Electric, 
Fort Wayne, Ind. Circle 341 on Reader Service 
card 


TRUCK-MOUNTED STORAGE UNITS. 
Several advantages of equipping your pickup 
trucks with top-mounted compartments are enu- 
merated in an illustrated catalog. Units for both 
fender-side and closed-side truck boxes are in- 
cluded. Pierce, Appleton, Wis. Circle 342 on 
Reader Service card 
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HOUSE & HOME 


386,400 IS BIG MONEY 


1,200 distinctive homes (1,000 i ! "S В ; Wi » i i i 
already completed) will grace the Even in Texas! That's how much Suburban Homes will save by installing plastic 
300-acre "Northline Terrace pipe and GSR fittings in their “Northline Terrace” development on the outskirts of 
subdivision in Houston. The ox i ^ У x 
3-bedroom, 1¥2-bath homes offer а Houston. Drain-waste-vent systems, outside water service lines, and sewer lines are 
pleasing variety of exterior designs x TUNE MT < ; z zis 
rir Mith picos all plastic— all joined by high quality GSR Plastic Pipe Fittings. These systems were 
r 1 rom , ‚ А = > 4 . c 
The entire development is installed at about half the cost of conventional materials—a saving of $72.00 per home. 
designed and constructed by > e > А 
Suburban Homes, Houston. Plastic DWV, water, and sewer lines will continue through the years to save 
money for *Northline Terrace" homeowners. They will never rust, corrode, or give 
um way to the attack of soil chemicals. This is a good example — where the best material, 
Hu plastic, is also the most economical. 


Wherever you build... whether it's one, a hundred, or a thousand homes at a 
time...you too can enjoy Texas-style savings with plastic pipe and GSR fittings. 
They comply with all applicable specifications and standards of industry and govern- 
ment agencies. Talk plastic when you talk plumbing with your plumbing contractor. 
He already knows about GSR —the world's most complete line of plastic pipe fittings. 
R. & G. Sloane Mfg. Div., Atlantic Research Corp., 7606 N. Clybourn Avenue, 
Sun Valley, Calif. 91352. 


E OLASTIC PIPE FITTINGS 


MAY 1967 Circle 123 on Reader Service card 177 
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TODAY'S HOME PLAN— 


Char-Grill ¥ 


built-in barbecue grills | New Compact 


The most popular spot around today's home is where the barbe- Drop In Model 
cuing is being done. And, NOW with the new Majestic Compact W installs in standard wood or metal 
Drop-In Char-Grill you can incorporate this “Buy Appealing” extra kitchen cabinets — or masonry 

in many more of your home plans. It increases your selection of E Requires only 19%” wide x 1924” 
gas, electric or charcoal Char-Grill models. It makes available a deep counter top opening 

smaller unit with a big, big cooking surface — 1412" x 1412", Y 

Drops into your counter top like a sink — doesn't change your Wi No doors needed — cabinet styl- 
cabinet front styling. Can also be installed in masonry. All con- ing unchanged 

trols are neatly recessed in top rim. A real delight to use — and W Choice of fuel — gas or electric 
easier to clean than you can imagine! Write for catalog. W Ceramic "CharRoks" give that 
taste-tempting barbecue flavor 


A y $ mj Other models and hoods 
| W Installs quickly and economically 


If you реи a larger unit, ог the 

Stack-On type with the decora- pee 
tive front, there are other models 
(including charcoal fired types), 
available. Also a choice in styles 
ае? and finishes of vent hoods and 
— P other accessories to complete 


i — * your preferred ensemble. 


Include in your remodeling! 
Build into your new home plans! 


f 


Majestic 
The Majestic Company, Inc. PRODUCTS 
413 Erie Street, Huntington, Indiana 46750 


SINCE 1907 


178 Circle 124 on Reader Service card 


NEW LITERATURE 


starts on p. 176 


RESIDENTIAL LIGHTING FIXTURES, Sixteen- 
page catalog in full color displays 30 fixtures in- 
cluding chandeliers, drops, brackets and bath- 
room or kitchen styles. Also pictured: moderately 
priced series. Halo, Rosemont, Ill. Circle 350 on 
Reader Service card 


SELF-FLASHING SKYLIGHT. The advantages 
of a double-dome skylight—installer can nail 
through integral perimeter flashing—are enumer- 
ated in a product sheet. Durable skylight is de- 
signed for a 20"x20" roof opening. Olin-Goodway, 
Orlando, Fla. Circle 351 on Reader Service card 


VENETIAN GLASS TILE. Interior and exterior 
applications get the spotlight in a full-color tile 
brochure. Tile is suggested for use with precast 
concrete and comes in a wide range of fadeproof 
colors. Adhesion Engineering, Bridgeville, Pa. 
Circle 352 on Reader Service card 


OUTDOOR LIGHTING. Eight-page brochure il- 
lustrates luminaires designed for special area 
lighting, floodlighting and landscape-lighting ef- 
fects. Revere, Chicago. Circle 353 on Reader 
Service card 


POOL PAINTING. How to successfully paint 
swimming pools is the subject of a step-by-step 
booklet. Explained: how to schedule the job, 
prepare the surface and select paint and equip- 
ment. Included: drying times for each coat. Good- 
year, Akron, Ohio. Circle 354 on Reader Service 
card | 


WALLPAPER MURALS. Renderings and photos 
of scenic murals in a new collection are part of 
a covering brochure. Enclosed are individual il- 
lustrations of each scene—21 in all—plus dimen- 
sional details and colors. James Seeman Studios, 
Garden City Park, N.Y. Circle 355 on Reader 
Service card 


STEEL FRAME SELECTOR. Drawings in a 
four-page guide show types of frames used in 
masonry, wood-stud, channel-steel-stud and truss- 
type-steel stud applications. Four pages. Amweld, 
Niles, Ohio. Circle 360 on Reader Service card 


WIRE BAR SUPPORTS. Product standard lists 
12 types of wire bar supports used in concrete 
construction to position reinforcement. For a copy 
send 10€ to: Superintendent of Documents, Gov- 
ernment Printing Office, Washington, D.C. 20402. 


PLASTIC-FINISHED PANELING. Plastic-fin- 
ished wall and ceiling paneling—plus moldings 
and accessories—is described in a full-line catalog 
that includes specifications. Eight pages, in color. 
Marlite, Dover, Ohio. Circle 390 on Reader Serv- 
ice card 


H&H editorial index 


House & Home’s 1966 editorial 
index, an eight-page reference guide, 
is now available. 

It includes a cross-reference list- 
ing of all subjects covered last year 
by H&H—115 in all, from acoustics 
to zoning—plus a combined, chrono- 
logical table of contents of major ar- 
ticles. 

If you'd like a copy of the new 
index (there's no charge), write to: 
Reader Service, House & Home, 330 
West 42 Street, New York, N.Y., 
10036. 


Ls 


HOUSE & HOME 


Selling your 
home should be 


no sweat...with 
Day & Night 


а 


We air condition your hot prospects. Опсе you CoU on a kitchen 
to sell a home. Now you can expect the same effect from air conditioning. 
Air conditioned homes sell while others sit. Reliable, economical Day & 
Night systems give you a particularly strong "closing feature.” Split systems, 
all-electric heat pumps, gas-electric Duopacs — whatever your need, we 
can do it—dependably. For more facts с on turning hot prospects into com- 
fortable owners, mail the coupon. 


ки 855 дөн inse Pens 
E La te, Ca a 


Send r brochure "Helping Builders Sel us complete 
information on VOR & Night heating and air condit ioning. 


Name 

| Company 
Street Address 
City — 
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Admiral Corporation 

Ador Corp. (Sub. of Rusco 
Industries, Inc.) 

Allied Chemical Corp. 


American Plywood Association 

American Radiator & Standard 
Sanitary Corp. 

Anaconda American Brass 

Andersen Corporation 

Azrock Floor Products 


B. F. Goodrich Chemical Co. 
Bangkok Industries 

Bird & Son, Inc. 

Blu-Ray, Inc. 

Broan Manufacturing Co. 
Brown & Co., Inc., George C. 
Bruce Co., Inc., E. L. 

Bryant Manufacturing Company 


Cabot, Inc., Samuel 

California Redwood Association 

Caloric Corp. 

Caradco, Inc. 

Casings, Incorporated 

Celotex Corporation 

Chevrolet Motor Division 
(General Motors Corp.) 

Consoweld Corporation 

Crawford Door Company 


Dacor Manufacturing Co. 

Day & Night Mfg. Co. 

Delta Faucet Company 

Duo Fast Fastener Corp. 

DuPont de Nemours & Co., Inc., 
E. 1. (Freon) 

DuPont de Nemours & Co., Inc., 
E. I. (Building Products) 


Edison Electric Institute 

Eljer Plumbingware Division 
(Wallace-Murray Corp.) 

Emerson Electric Co. (Builder 
Products Division) 

Empire Stove Company 

Engineered Products Co. 

Evans Products Company 
(Plywall Division) 

Evans Products Company 
(Building Products Division) 


Fedders Corp. 

Fiat Products Department 
Float-Away Door Company 
Ford, Inc., Ivon R. 
Formica Corporation 


Georgia Pacific Corp. 
Gerber Plumbing Fixtures Corp. 
Grote Manufacturing Co. 


H-P Products, Inc. 

Hager Hinge Company 
Harcraft Brass 

Holub Industries, Inc. 
Homasote Company 

Home Comfort Products Co. 
Honeywell, Inc. 


I-XL Furniture Co., Inc. 

In-Sink-Erator Mfg. Co. 

International Pipe & Ceramics 
Corp. 


The advertising index and reader service numbers published by 
SE G HOME is a service to its readers, HOUSE & HOME does 
not assume responsibility to advertisers for errors or omissions, 


180 


164W4A, , W4B 


72 


52 
70, 71 
164E1, ш 


Johns-Manville 


Kaufman and Broad 

Kentile Floors, Inc. 

Kingsberry Homes 

KitchenAid Home Dishwasher 
Division (Hobart Mfg. Co.) 

Knape & Vogt Mfg. Co. 

Kohler Company 

Kool-O-Matic Corp. 

Kwikset (Division of Emhart 
Corp.) 


Lenape Products, Inc. 

Lennox Industries, Inc. 

Libbey*Owens*Ford Glass 
Company 


Majestic Company, Inc. 

Miami Carey Division (Philip 
Carey Mfg. Co 

Mills Heights Homes 

Moe Light Division (Thomas 
Industries, Inc.) 

Mosaic Tile Company 


NuTone, Inc. 


Olympic Stain Company 
Ozite Corporation 


Pacific Lumber Company 

Paragon Swimming Pool Co., 
Inc. 

Pease Woodwork Company 

Pittsburgh Plate Glass Company 

Plan Hold Corp. 

Ponderosa Pine Woodwork 

Portland Cement Association 

Pope & Talbot, Inc. 

Price Pfister Brass Mfg. Co. 


Quality Courts Motels 


R. O. W. Window Sales Co. 

Rain Bird Sprinkler Mfg. Corp. 

Rangaire Corp 

Red Cedar Shingle & Handsplit 
Shake Bureau 

Reynolds Metals Co. 

Rowe Mfg. Co. 

Ruberoid Company 


Scheirich Co., H. J. 

Schlage Lock Co. 

Schumacher Company, F. E. 

Serendipity Homes, Inc. 

Simpson Timber Company 

Sloane Mfg. Division, R. & G 

Soss Manufacturing Company 

Speakman Company 

Spee-Flo Company 

Structural Clay Products 
Institute 

Swanson Manufacturing Co. 


Tappan Company 
Thermasol, Ltd. 


United States Steel Corp. 
Upson Company 


W denotes Western edition 
M denotes Mid-Western edition 
N denotes North Central edition 
E denotes Eastern edition 
S denotes Southern edition 

SW denotes Southwest (Swing) 
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135  Wenczel Tile Company 
40, 41 
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149 Whirlpool Corporation 
173 Williamson Co. 
68 Wood-Mosaic Corp. 
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HOUSE & HOME 


Western Wood Products 


Weyerhaeuser Company 


When it comes to moving your 
units today, you need all 
the help you can get. 


That's where 
we come in 


Yes, these days homes and apartments take a lot of selling. Caloric 


: : Я ; à : Mr. Roy Klein, President, Caloric Sales Corp. 
understands this—and gives you a hand . . . with exceptional kitchen zd E T à Р 


Wyncote, Pa. 19095 
Dear Roy: I could use some hot sales right now. Rush details 
on how you can help me turn prospects into customers. 


appliances and gas ranges (such as the Caloric 75) featuring our unique 
Ultra-Ray® Broiler. This is the one that gives faster, cleaner, better-tasting 


broiling. What's more, Caloric does more than just talk for you... NAME 
You can demonstrate the Ultra-Ray Broiler right in your units—and Re SE 
prove the story! That's right—with Caloric’s CUB, a new Portable Ultra- STREET 
Ray Broiler, you can put on a sales-clinching show of cooking taste and CITY STATE ZIP 


convenience that works like nothing else! 


There’s more, too: our exclusive 3-year or 3,000-meal warranty, Caloric 
styling and color in a complete design program, a full line of kitchen 


® Caloric Corporation 
Topton, Pa. 


ee eee کا‎ tae Veen Sy ees ee ee et ы ud 


jigs cqui — es Bier si 


products. So use Caloric help now—just the salesmen to close the deals! 


Gas Ranges - Built-in Units - Kitchen Hoods „ Dishwashers • Food Waste Disposers • Color-coordinated Sinks « Outdoor Gas Grilles Convenience Caddies 


Circle 3 on Reader Service card 


Exciting new conversation piece: the TELEPHONE 

MESSAGE CENTER from Emerson Electric. It's 

a functional console that “works” anywhere you can 

put a conventional wall, or panel type telephone... 
consolidates everything needed for care-free communications. 
Compartment has a rich-looking simulated wood grain 
front...automatic interior light doubles as a night light. 

The extruded aluminum frame mounts with three screws. 


Feature the message e in Your new models... 
available at your Emerson distributor ...soon. > 


The latest addition to а complete package of 
heat/ light /air/sound products from... 


EMERSON " «5j ELECTRIC | 


BUILDER PRODUCTS DIVISION 


St. Louis, Missouri 


